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Abstract 
This study examines people's perceptions of alcohol sponsorship in sport. Alcohol 
consumption and sport are closely linked as part of Australian culture and alcohol 
companies are major sponsors in Australian sport. This study explores any 
differences of opinion on alcohol sports sponsorship between sports orientated, 
somewhat sports orientated and non-sports orientated people. A continuum was used 
to determine where an individual fits between sports orientation and non-sports 
orientation. The study identified underlying influences that effect people's 
perception, such as personal participation in sport or having immediate family 
involved in sport. 
The study focused on Edith Cowan University students due to the traditional alcohol 
consumption patterns associated with students and sport. It involved a self­
administered questionnaire that was distributed on the Joondalup campus. 
Demographic characteristics were gathered to gain a profile of the sample and the 
characteristics were tested against the overall opinion respondents had towards 
alcohol sports sponsorship. Respondents were asked to evaluate a series of scenario 
statements on a 7 point Likert-type scale to gain an overall attitude towards alcohol 
sports sponsorship. 
The key findings of this study show that respondents with higher sports orientation 
showed greater support for alcohol sports sponsorship. Respondents associated 
alcohol sports sponsorship with group socialisation, excessive consumption, 
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friendship and underage drinking. Respondents showed concern for alcohol 
companies sponsoring motor sports, possibly with the connection it may have with 
drink driving. Males showed greater support for alcohol sports sponsorship as well as 
older respondents and people who spoke English as there main language at home. 
Respondents who consume alcohol whilst viewing and or after participation in sport 
and respondents with immediate family members involved in sport showed greater 
support for alcohol sports sponsorship. Overall respondents felt controls should be 
introduced to reduce the freedom alcohol sponsors currently have, including warning 
labels on the packaging of alcohol products. Respondents did not want alcohol 
sponsorship to be banned from sport in the same tobacco sponsorship has been 
banned, preferring public education on responsible drinking. 
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Chapter 1 - Introduction 
Sports sponsorship is a common marketing strategy used for many years by 
corporations all around the globe (Crompton, 1993). Sports sponsorship differs from 
sports advertising. Sports sponsorship involves a company building a relationship 
with a particular sport, a team, club or a specific event (Shilbury, Quick, & 
Westerbeek, 1998, p. 197). The sponsors receive publicity in association with the 
sport, team or event in exchange for their financial support. Sports advertising is 
different as it is paid publicity for a company or product. This type of advertising 
involves a fee, with no association or link being made between the club, team, sport 
or event (Shilbury et al., 1998). Sports sponsorship is a popular marketing activity 
because it is flexible and it allows high levels of public exposure as sport has such a 
broad reach (Kropp, Lavack, Holden, & Dalakas, 1999, p. 49). This project focused 
on sponsorship in sport by alcohol companies. 
Sports sponsorship is subject to increasing pressure ofregulation due to growing 
ethical concerns with certain messages and products portrayed by companies during 
sports events, in particular the tobacco industry. In 1992 tobacco sports sponsorship 
in Australia was the subject of legislation that restricted the marketing and promotion 
of tobacco products. This legislation prohibits all tobacco advertising except for 
special circumstances when high profile sporting events come to Australia 
(McDaniel, Kinney, & Chalip 2001). Similiar regulation may not be far away for 
alcohol advertising. 
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The reasons behind this restrictive legislation are the health concerns that are linked 
with the use of tobacco products. A strong link has been made between life 
threatening diseases, such as cancer and heart disease, and the use of tobacco 
products (Crompton, 1993, p. 152). In an attempt to deter people from consuming 
tobacco products, drastic measures were taken by governments in Australia and the 
United States to stop all forms of advertising that may encourage the use of tobacco 
products (Crompton, 1993). Some of the techniques that were implemented to reduce 
and deter the use of tobacco products include: improved warning labels on tobacco 
products, legislation to restrict sales to minors, and the banning of tobacco 
sponsorship and advertising (Miller, 1998, p. 485). These are possible tactics the 
government may use to discourage alcohol usage if policy or legislative changes are 
deemed necessary to control the marketing and promotion of alcohol products. 
The banning of tobacco advertising and sponsorship associated with sport led to 
questions about the appropriateness of alcohol sponsorship in sport (McDaniel & 
Mason, 1999). Alcohol sports sponsorship is identified as controversial and topical 
(Howard & Crompton, 1995). An examination of public perception of alcohol 
sponsorship may raise many health, social, safety and financial issues. These issues 
are explored through this study. 
Australia, in 2004, has some restrictions on alcohol companies and how they can 
advertise at sporting events, especially when junior events are involved. Neither 
signage nor mention of alcohol sponsors is permitted during junior events (Australian 
Broadcasting Authority, 2004 ). Exposing juniors to these forms of sponsorship and 
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advertising poses major concerns for some members of the public (Crompton, 1993, 
p. 153). The major concern with alcohol sponsorship at sporting events is that the 
messages conveyed by alcohol companies are inconsistent with the healthy lifestyle 
message promoted through sport (Crompton, 1993). The main social issues 
surrounding alcohol sports sponsorship is the way in which sponsors avoid or 
obscure the connection between the negative effects of alcohol consumption and 
health in the advertising method (Kropp et al., 1999, p. 51 ). Another social and 
ethical issue related to alcohol sports sponsorship is the ability of sponsors to 
penetrate the youth market through general advertising at sporting events that attract 
all ages (Kropp et al., 1999, p. 51). 
The main concerns surrounding alcohol sports sponsorship are social, health and 
ethical issues (McDaniel & Mason, 1999). Governments, by determining what the 
public perceives to be appropriate or not, may develop policies and legislation to 
manage advertising of alcoholic products at sporting events in a way consistent with 
social trends. By altering or restricting the advertising methods of alcohol companies 
the community may benefit (Crisp & Swerissen, 2003). The government could 
replace current advertising methods with advertising campaigns that are educational 
and inform the public of consequences relating to excessive alcohol consumption. As 
the public is made more aware of the consequences of using and abusing alcohol the 
community may also benefit by reducing social costs that are closely linked with 
alcohol consumption for example, health costs and violence (Crisp & Swerissen, 
2003). Alcohol companies could introduce some form of self-regulation that would 
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reduce the pressure on both themselves and the government to restrict sponsorship 
and advertising methods (McDaniel & Mason, 1999). 
A major problem sports managers may face is the loss of financial assistance their 
sports receive from alcohol sponsorship if greater restrictions were put into practice 
(Crompton, 1993, p. 148). Many clubs survive and even thrive on the financial 
assistance from alcohol sponsorship. Some fans believe that tickets and membership 
prices are reduced due to alcohol sponsorship (Carter, 1996; McDaniel & Mason, 
1999, p. 312). 
There is a strong tradition of alcohol associated with sport through sponsorship, as 
well as consumption. If a change occurred in the regulation of alcohol sports 
sponsorship the 'sporting viewing experience' may be very different as spectators 
have identified a clear association between the consumption of alcohol and the 
overall viewing experience of sport (Carter, 1996; McDaniel & Mason, 1999, p. 
312). Sports spectators believe consuming alcohol whilst viewing sport enhances the 
overall sporting experience (McDaniel & Mason, 1999). This study focused on 
alcohol sports sponsorship, but also examined alcohol consumption associated with 
sports viewing. 
Purpose of the Study 
The main purpose of this study was to determine people's perceptions of alcohol 
sports .sponsorship. This study attempted to identify underlying indicators that 
influence people's perceptions of alcohol sports sponsorship. This study focused on 
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Edith Cowan University students to provide detailed information on the perceptions 
held within this specific group. Five main beneficiaries that may appreciate an 
understanding of perceptions towards alcohol sponsorship, are the general public, 
government, sport sponsors, sport organisations, and the health lobby. The first step 
was to develop an understanding of the public's perceptions towards alcohol sports 
sponsorship as these views have the potential to influence the behaviour of all five 
beneficiaries. This study may form the foundation for future research on alcohol 
sports sponsorship. 
Statement of Purpose 
This study examined the perceptions of alcohol sports sponsorship held by Edith 
Cowan University students. 
Research Questions 
The main conceptual areas identified from previous research were the basis for the 
research questions for this study. Previous research is American based, so this study 
examined the issues in an Australian context. The study addressed local community 
issues relating to alcohol sports sponsorship. The main research questions of this 
study were: 
1. Is there a difference in views between sports orientated people, somewhat 
sports orientated people and non-sports orientated people towards alcohol 
sports sponsorship? 
2. What are the main social issues raised for and against alcohol sponsorship 
within sport and the level of importance people place on them (for example, 
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--does alcohol sponsorship of specific sports raise any specific concerns for 
respondents)? 
3. Do demographic characteristics affect perceptions of alcohol sports 
sponsorship? 
4. Does personal consumption of alcohol during sporting social experiences 
affect people's perceptions of alcohol sports sponsorship? 
5. Do people who have immediate family members involved in sport have 
stronger attitudes towards alcohol sponsorship in sport compared to people 
with no family members involved in sport? 
Research Framework and Hypotheses 
The research framework and hypotheses were developed around the five main 
research questions. The conceptual framework identified five main stakeholders 
concerned with alcohol sports sponsorship. These stakeholders include the general 
public, government, alcohol companies (sport sponsors), sport organisations, and the 
health lobby. Qualitative and quantitative analyses were used to explore the 
demographics and social issues. Hypotheses were developed to test if relationships 
existed between different variables related to the research questions. Three specific 
hypotheses were developed addressing the single issues of sports orientation, alcohol 
consumption and immediate family members involved in sport and how they affect 
perceptions of alcohol sponsorship in sport. These hypotheses did not directly 
address demographics and social issues as they consisted of multiple variables. The 
hypotheses are: 
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--1. Hypothesis: There is no difference between perceptions of alcohol sports 
sponsorship held by sports orientated and non-sports orientated people. 
2. Hypothesis: There is no significant difference between perceptions of 
alcohol sports sponsorship concerning people who do or do not consume 
alcohol whilst viewing sporting events. 
3. Hypothesis: There is no difference between perceptions of alcohol sports 
sponsorship held by individuals who have immediate family members 
involved in sport. 
Theoretical Framework 
Figure 1, on the following page, outlines the five main groups, identified from the 
literature, that are closely related to alcohol sports sponsorship. It shows the 
undei:lying influences that may affect each group's perceptions. The links between 
the groups are shown. This study focused on the general public component of the 
model. 
Figure 2, outlines the process of this study. It reads from left to right, beginning with 
the theoretical framework that was identified from the literature. From the theoretical 
framework the research design was selected. Different analysis techniques are 
conducted to help answer the research questions. Both positive and negative 
perceptions of alcohol sports sponsorship were expected to be evident in the results 
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of the research. Five main groups are identified as beneficiaries of the research. The 
findings from the research were compared with the literature to identify any trends or 
if any new information was revealed. 
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Figure 1 - Theoretical Framework 
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Significance 
Currently alcohol sponsorship within sport is subject to minimal control by 
legislation or government policy. By determining public opinion towards alcohol 
sports sponsorship many different arguments may be developed for and against 
alcohol sports sponsorship. If, in the future, increased control was to be introduced to 
restrict alcohol advertising and sponsorship it would affect all five beneficiaries 
identified by this research. Alcohol companies may be subject to legislative changes 
in the future. This may be similar to the legislation that was introduced to the tobacco 
industry banning all forms of tobacco advertising and sponsorship. This is an 
extreme scenario that may never be realised. However, the five main beneficiaries of 
this research would be highly interested in community perceptions of alcohol sports 
sponsorship and associated social concerns, as well as views on increasing the 
controls of alcohol associations in sport. 
Students were selected as the focus of this study. This group was chosen due to their 
close link with alcohol consumption (Lorente, Peretti-Watel, Grifft & Grelot, 2003). 
The study gains the perspective of alcohol sports sponsorship held by one specific 
group. Students were given the opportunity to offer their opinion on the topic. Due to 
the small size of the study, focusing on one specific group allows for richer data to be 
obtained. Several other groups such as parents with children involved in sport or 
members of a sporting club were identified, but are of more interest to future 
research. The five main beneficiaries may benefit from this study if it was used as the 
basis for wider research in the future. 
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Any underlying indicators revealed from this study may form the foundation for 
future research on alcohol sports sponsorship. The government may use the 
information from this study as a basis for future research to determine if current 
alcohol sponsorship, advertising and consumption control policies or legislation meet 
the needs of society, or need to be altered, or new controls developed for the future. 
Alcohol sponsors may be interested in responses regarding their company and 
product sponsorship in sport. As market research is uncovered, it may lead to a form 
of self-regulation and adjustment of sponsorship methods. A starting point may be 
advertising campaigns that demonstrate the negative effects of alcohol consumption 
that are run in conjunction with normal advertising campaigns. These results may 
help companies to develop a positive relationship with groups that are against 
alcohol sports sponsorship. 
Sport organisations may benefit from the findings as they can see social, health and 
safety issues that students acknowledge. These organisations may be able to 
minimise any non-ethical, illegal and immoral practices associated with alcohol 
consumption at sporting events and alcohol sports sponsorship. Sport organisations 
that serve alcohol, advertise alcohol, and receive sponsorship from alcohol 
companies, have a duty of care to members and patrons. For example, Snow (1999) 
explored the negative social behaviours of people who drink and drive. The 
introduction of schemes such as the 0.05 Club would be a positive movement to 
reduce these concerns. The 0.05 club ensures both driver and vehicle get home safely 
with a sober driver. 
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-The health lobby may benefit from this research as it identifies people's perceptions 
of social, health and safety issues related to alcohol consumption that may be 
encouraged by alcohol sponsorship in sport. The Department of Sport and 
Recreation, which provides grants to different sport organisations, may be interested 
to see how the public feels about alcohol sports sponsorship. These agencies may 
look at rewarding different groups that promote healthy and responsible drinking 
practices in association with sport and alcohol sponsorship. 
This study explored an issue that on the surface appears to be quite simple but 
conceals many underlying topics. Alcohol sports sponsorship can be seen as a major 
component influencing our society today. The exposure that alcohol products and 
companies receive through sport sponsorship is substantial and harmful, whether 
people want to believe it or not. Alcohol sports sponsorship could possibly lead to or 
encourage irresponsible behaviour such as violence in sport, drink driving, excessive 
consumption and domestic violence (Snow, 1999). Although alcohol and sport are 
considered traditional components of Australian culture these traditions can be 
revaluated (Pettigrew, 2001 b ). Sport is generally accepted as a healthy practice that 
should not be associated closely with potentially unhealthy products, such as alcohol 
(McDaniel et al., 2001). 
While alcohol is a contributing factor to numerous physical and mental problems 
within our society, it may have a positive side. People within the community 
associate sport and alcohol as a social experience where they can release the ordinary 
pressures of their everyday life. When alcohol is consumed in moderation it can be 
enjoyed and used to enhance the social setting. This may have a more positive effect 
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in terms of socialising with friends, acquaintances and strangers through sport. It 
could be considered as a facilitator for releasing everyday stress within society. 
Moderate alcohol consumption may have positive health benefits. 
· Chapter Summary 
This chapter outlined the purpose of the study and its significance to five main 
beneficiaries within the community. A theoretical framework and a research 
framework are provided to show the connection between the five main groups of: 
Edith Cowan University students, the government, alcohol sponsors, sport 
organisations and the health lobby. The hypotheses were outlined to demonstrate the 
main issues and direction of this study. 
Chapter 2 examines the relevant literature in this area, extracted from previous 
research conducted in the United States and Australia. Chapter 3 describes the 
methodology used in this study. Chapter 4 presents the data analyses, results and 
findings of the study showing numerous tables and figures to present statistical 
information. Chapter 5 concludes the study and pinpoints trends and patterns visible 
in the results and makes comparison with previous research outlined in the literature 
review. Chapter 5 also includes recommendations for future study in this area. 
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Chapter 2 - Literature Review 
Introduction 
This review examines the relevant literature on the place and role of alcohol in 
Australian society, especially in sport. This review examines five main groups that 
are associated with alcohol sports sponsorship - the general public, government, 
sport sponsors, sport organisations and health lobby. The perspectives of three 
groups are provided, alcohol sports sponsor, public perceptions and the views of 
individual sports regarding alcohol sports sponsorship. Some discussion is presented 
on a direction that alcohol sponsorship may take in the future, such as different 
programs introduced by the government to eliminate tobacco sponsorship from sport. 
Health and social issues that are closely linked with alcohol consumption are also 
explored. 
Alcohol in Australian Society 
Historically alcohol consumption was, and still is, an important component of the 
Australian culture. Alcohol consumption is closely linked to different types of 
occasions such as birthdays, general celebrations, sporting events and different social 
occasions (Pettigrew, 2001a). Donovan (1988) noted that, when consuming alcohol, 
Australians want to achieve a state of drunkenness. Australians are proud to have a 
hangover as it shows the extent to which the drinker had a 'good' night (Mackay 
1989). The Health Department of Western Australia (1997) identified binge drinking 
as a major problem in society suggested that this problem may be attributed to the 
strong relationship that exists between sport and alcohol. Alcohol consumption 
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patterns are embedded into the Australian culture suggesting that alcohol sports 
sponsorship maybe one of many factors that encourage alcohol consumption (Parker, 
1998). 
Currently the most popular drug in Australia is alcohol, with more than 80 percent of 
the population aged 14 years and above, over consuming alcohol in the past twelve 
months (Australian Institute of Health and Welfare, 2002). Overall males consume 
alcohol more often than females. Alcohol is linked with both short-term and long­
term risks and benefits. Short-term risks are associated with drinking on one occasion 
such as falls, accidents and violence. One third of Australians had at least one 
drinking experience in the past twelve months that was risky or high risk and 13 
percent of Australians surveyed had a risky or high risk drinking experience on a 
monthly basis. It was found that males were more likely to consume alcohol at a 
risky level than females (Australian Institute of Health and Welfare, 2002). 
Pettigrew (2001 b, Gender issues in alcohol consumption 1 para 1) found that 
consuming alcohol plays a more significant role in the lives of men than it does for 
women. This may provide some explanation for the consumption patterns of 
Australians and why beer companies direct their advertising campaigns directly at 
men. Australians continue to consume and hold a preference for full-strength beer 
(Pettigrew, 2001 b, Forms of alcohol 1 para 2). However, since the introduction of 
Random Breath Testing the demand for low alcohol beer has increased. 
The popularity of wine has increased in previous years, as well as 'ready to drink' 
pre-mixed drinks that are now widely available (Unwin, 1992). Unwin's study 
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explored images associated with different types of alcohol. People associate beer 
with 'pub', 'men' ,  'social' ,  'louts' and 'sport' whereas people associated wine with 
'meals' , 'sophisticated' ,  ' red' ,  'white' and 'women'. Australians drink to be accepted 
as part of the Australian culture and they are somewhat unaware of their own 
drinking motivations (Pettigrew, 2001 b ). Perhaps drinking alcohol is such a strong 
component of the Australian culture that alcohol sports sponsorship is one relatively 
minor contributor, and people will continue to consume alcohol regardless of alcohol 
sports sponsorship. 
Pettigrew (2001 a) explored the connection between the consumption of alcohol and 
the Australian culture by examining different consumption patterns. She suggested 
that alcohol advertising plays an insignificant role in an individual's beer 
consumption. People revealed that the main reason why they consume a specific beer 
was due to the taste. Some exceptions were made when price discounting occurred, 
or their preferred drink of choice was unavailable (Pettigrew, 2001 a, The function of 
the advertising myth, @ para 1 ). Alcohol advertising was linked to an individual 
trying a new beer product. Pettigrew (2001a) reported that overall people would 
consume beer because they enjoy the taste, with alcohol advertisements unlikely to 
persuade drinkers to change their overall beer preference. However, beer advertisers 
target men generally, specifically through sport. 
A distinctive feature of the sports economy is sponsorship. Although sponsorship is 
not unique to sport it allows different forms of commercial advertising by businesses 
and corporations (Shilbury et al., 1998, p. 1 97). Due to the historical links between 
sport, alcohol and tobacco, a natural liaison was inevitable with alcohol and tobacco 
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---companies promoting their products through sport (McDaniel et al., 2001). An area 
of sports marketing that is constantly under scrutiny is the corporate sponsorship 
provided by alcohol and tobacco companies (McDaniel et al., 2001, p. 308). 
Both tobacco and alcohol are legal products, but companies have different legal 
rights to promote their products through different marketing media (Matthews, 
1998). Tobacco advertising is banned from sporting events, but alcohol advertising is 
not. Some people suggest that alcohol advertising should also be banned because of 
its "odious" health impacts (McDaniel & Mason, 1999). Kropp et al. ( 1999, p. 52) 
noted that the majority of people perceive sport to be a means of gaining fitness and 
a healthy lifestyle and suggested that any sponsorship of sport should not contradict 
this view, but rather complement this association. 
Collins and Lapsley (2002) investigated the benefits associated with alcohol 
consumption in moderation. Alcohol differs from tobacco in this sense as there is no 
research suggesting that tobacco consumption has any benefits to health. It is 
recommended that abstinence is the best health solution for tobacco. If alcohol is 
consumed at the appropriate levels it can offer protective effects against different 
conditions for males and females. The most common short-term benefit of moderate 
alcohol consumption is an improved mood for example euphoria and happiness 
(Dufour, 1996). It protects males against Ischaemic heart disease, supraventricular 
cardiac dysrhythmias, cholelithiasis, heart failure and ischaemic stroke. Alcohol 
offers minor protection against ischaemic strokes in males, which occur only at an 
age of 80 or above (Collins & Lapsley, 2002). 
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Alcohol for females in moderation can offer protective effects against ischaemic 
heart disease, supraventricular cardiac dysrhythmias, cholelithiasis, stroke (both 
ischaemic and haemorrhagic) and hypertension (Collins & Lapsley, 2002), giving 
females a higher protection against strokes than men. Alcohol in 'safe' levels is not 
always beneficial for women for example females with breast cancer should avoid 
alcohol totally. It was also discovered that females are at higher risk of long term 
harm when consuming harmful quantities of alcohol (Collins & Lapsley, 2002). 
Previous research conducted by Dufour (1996) suggests that estimating a 'safe' 
amount of alcohol is complicated as drinks contain different levels of alcohol and 
standard drinks are of different sizes. Therefore to know exactly how much alcohol 
one is consuming can become an involved process. Collins and Lapsley (2002) 
suggested promoting responsible drinking, with the focus more on the negatives as 
these outweigh the positive effects associated with alcohol consumption. The Dietary 
Guidelines for Americans suggest that women should consume no more than one 
drink per day and men no more than two drinks in one day (Dufour, 1996). Alcohol 
consumption in moderation is recommended but is not always followed as people 
drink because they enjoy the taste and the effects it has on the body, and this can lead 
to excess consumption (Dufour, 1996), making it difficult to promote drinking only 
one or two drinks a day. 
Long-term effects of over consuming alcohol are liver disease, some cancers and 
dementia. Alcohol consumption associated with long term effects were categorised 
as consuming a consistently high level of alcohol over several months or years 
(Australian Institute of Health and Welfare, 2002). One in ten Australians who are 
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aged 14 years and above had drinking patterns in the risky or high risk category for 
long term harm. Males and females have similar consumption patterns that are in the 
risky or high risk category for long-term harm. Both males and females in the 
Northern Territory are at the highest risk of long-term damage in Australia 
(Australian Institute of Health and Welfare, 2002). 
Alcohol Sponsorship in Sport 
Sport is a significant component of the Australian lifestyle with approximately 6.5 
million Australians participating in sport and 2.8 million adults spectating sport 
(Healthway, 2004). Community organisations (including sports clubs) in Australia 
during 2000-2001, received funding from the business sector equalling $679 million 
for sponsorship money (Australian Bureau of Statistics 2000-2001 ). Of the $679 
million, $480 million was provided to sport and recreation. Alcohol sponsorship is 
recognised as one of the highest contributing sponsors within the sports events 
category (Healey, 2003). However, some sport organisations find some sponsors 
more attractive than others, due to the different views of the tangible and intangible 
characteristics of products (Crisp & Swerissen, 2003). Sport organisations may 
choose to promote healthy practices and responsible alcohol management plans. As a 
consequence, this may lead to sport organisations seeking an alternative to alcohol­
related sponsors (Crisp & Swerissen, 2003, p. 149). In addition to such voluntary 
control, there are mandatory controls on alcohol advertising. 
The Australian Broadcasting Authority (2004) outlined the current legislation on 
alcohol advertising. A commercial that is a "direct advertisement for alcoholic 
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drinks" (as defined in Clause 6.9) may be broadcast on television and/or radio only in 
M, MA or AV classification periods, or as an accompaniment to the live broadcast of 
a sporting event on weekends and public holidays. This clause makes it legal for 
alcohol companies to show their products and brand name during the live broadcast 
of a sporting event. The remainder of the legislation for alcohol advertising is 
attached as Appendix A and identifies the more specific aspects of the legislation. 
Sponsorship of sporting events by alcohol companies is a way for them to gain 
exposure of their brand name and create an association with a sport and/or team 
(Shilbury et al., 1 998). In order to gain brand exposure these companies may use 
different advertising techniques. The legislation for alcohol advertising in sport 
provide a guide for acceptable practices by alcohol sponsors (Australian 
Broadcasting Authority, 2004). Sponsors are given guidelines from sporting clubs 
(usually in a contract) when it is appropriate to make association with the team 
and/or sport as a sponsor. This separates sponsorship campaigns from other alcohol 
advertising campaigns that companies are entitled to run (Healey, 2003). This study 
focuses on alcohol companies' sponsorship within sport, not alcohol advertising. 
Regulation of alcohol sponsorship varies according to the controlling body, for 
example, the government or sport organisations. The International Olympic 
Committee (IOC) divides alcohol sponsorship into individual product categories such 
as beer, spirits and wine. When obtaining sponsorship for an Olympic event the IOC 
will accept the association of brewery/beer companies, but refuses liquor/spirit and 
tobacco sponsorship, which are considered inconsistent with Olympic philosophy 
(McDaniel et al., 2001 , p. 485). An explanation of the IOC view for accepting beer 
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sponsorship only may be due to the higher alcohol percentage contained in spirits. 
Australian State and local governments have legislation that restricts the time and 
place of alcohol consumption. Restrictions are applied through licensing procedures 
and practices ( e.g., roped off drinking zones at main events, age restrictions, specific 
opening and closing times). These restrictions may affect the attractiveness of sport 
sponsorship for alcohol companies especially where consumption of specific 
products is encouraged. Many people within the community argue greater restrictions 
should be placed on alcohol companies. 
Research conducted by the Australian Institute of Health and Welfare (2002) showed 
that Australians supported the introduction of several policies to restrict alcohol 
consumption and educate the public on responsible drinking. Increasing the penalties 
for drink driving was the most popular response (87.2%) followed by stricter laws 
for people serving an intoxicated customer (85%); introducing national drinking 
guidelines to alcohol containers, and increasing the size of standard drink labels on 
alcohol containers, and introducing policies limiting alcohol advertising on television 
until after 9.30 pm. Just under half of the respondents (44%) supported alcohol sports 
sponsorship bans from sporting events (Australian Institute of Health and Welfare, 
2002, p. 13 ). These statistics show concerns within the community towards the effects 
of alcohol consumption and the way it is accepted in society. This shows a strong 
case supporting the controlling and possible future restriction of alcohol sports 
sponsorship. 
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Attitudes Towards Alcohol Sponsorship - Sponsor Perspective 
Sports sponsorship involves any company (not necessarily alcohol companies) 
providing some form of assistance (e.g., cash or kind) to a sporting team, club, event 
or sport in exchange for numerous other services including exploitable commercial 
property (Ukman, 1995, p. 1). These services can range from free corporate boxes at 
a sporting event to sponsor signage around the stadium. In addition, the sponsoring 
company is permitted to advertise its brand name and/or product in association with 
the team, club, event or sport they are sponsoring (Shilbury et al., 1998, p. 197). For 
example, events such as the Johnny Walker Classic and the Fosters Melbourne Cup 
are named after the main sponsor. Advertising and promotional opportunities are a 
major component of the sponsorship exchange (Crisp & Swerissen, 2003, p. 146). 
Advertising is the most visible and obvious evidence of sponsorship, but it is only 
one component of sport sponsorship. 
The ethical and moral concerns facing alcohol companies are similar to those that led 
to the banning of tobacco sponsorship and advertising late last century in Australia 
and several other countries (McDaniel & Mason, 1999, p. 482). While alcohol and 
tobacco are both legal drugs they are subject to different legislation even though they 
are both linked with health concerns. Tobacco and alcohol can both have direct 
effects on innocent parties. Tobacco smoking is directly related to cancer (as well as 
other diseases) that can affect both smokers and by-standing passive smokers 
(Department of Health and Ageing, 2001 ). Excessive alcohol consumption can lead 
to drink driving; causing motor vehicle accidents that may injure or kill innocent 
drivers and their passengers (Garretson & Burton, 1998). The significant 
consequences both products can have on society raise the question of why tobacco 
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and alcohol companies are not subject to the same legal restriction when advertising 
their products. 
For alcohol companies, sports sponsorship is not as crucial as it is to tobacco 
companies, as alcohol companies can legally advertise their products widely through 
several media. Tobacco advertising in Australia is completely banned from all media, 
with exemptions allowing advertising only when international events visit Australia 
such as the Formula One Grand Prix (Australian Government Department of Health 
and Ageing, 2003). Currently alcohol advertising is legally restricted at junior sports. 
However, alcohol sponsors only have a self-regulation policy that they follow for 
alcohol advertising at senior or adult sporting events. Sponsorship of sport 
undoubtedly has numerous benefits for alcohol companies and is a fundamental 
component of their marketing mix (Crompton, 1993). 
Four major reasons were identified by Kropp et al. ( 1999, p. 50) for alcohol 
companies to become an event sponsor. An event sponsor has a great opportunity to 
expose its products through association with the event. An event sponsor gains 
maximum exposure for the money being spent in the following ways (Kropp et al. ,  
1 999, p. 50): 
1 .  Promotion can be present in pre-event advertising and publicity for the sports 
event; 
2. Advertising can be visible at the facilities during the event; 
3. Advertising and promotion can be visible during the television coverage of 
the event ( either live or delayed); and 
4. Advertising and promotion can be present during post-event news reporting. 
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For many years sports have been viewed as an effective promotional vehicle through 
which products can be exposed to the public (McDaniel & Mason, 1999). Alcohol 
companies can create a company or product association with an event well in 
advance, generally based on the social group expected to attend the event. This is 
common with prestigious events such as golf, which are identified with a higher 
social class and the product maybe perceived as a high-status product amongst 
spectators. For example, golfing events such as Johnny Walker Classic in Perth or 
the Heineken Classic in Melbourne create this product association (Kropp et al., 
1999). Other events include the Toohey's New Rugby Union Super 12 competition 
and the Fosters Australian Formula One Grand Prix, all of which create either a 
company or product association with a sport, appealing to the followers of that sport. 
In defence of alcohol sponsorship and advertising, researchers recognise that alcohol 
advertising is only one of many influences that lead to the initiation or development 
of drinking patterns (Parker, 1998, p. 99). Alcohol advertisements, however, 
generally portray the products and the consumers as being attractive, successful, 
fashionable and stylish without any direct link to the abuse of alcohol products 
although it is seen as contributing factor (Parker, 1998, p. 99). Alcohol companies 
argue that they do run proactive advertising campaigns (at a similar rate to normal 
advertising campaigns) to discourage excessive or under age consumption of their 
products (McDaniel & Mason, 1999). 
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Attitudes Towards Alcohol Sponsorship - Public Perspective 
Alcohol sponsorship has been a controversial topic for many years. Although it is not 
heavily restrained by legislation some argue that maybe it should be ( e.g., Howard & 
Crompton, 1995). One main argument against alcohol sponsorship in sport is that the 
sponsors may convey inappropriate messages to underage audiences, which may be 
done both intentionally or unintentionally (McDaniel & Mason, 1999). McDaniel et 
al. (2001, p. 308) also argued that the consumption of alcohol products is 
inconsistent with the nature of sport and the healthy lifestyle that sport promotes. The 
association created between sport and these alcohol products may obscure any 
negative health related issues that may be linked with excessive alcohol 
consumption, for example domestic violence, depression and heart disease 
(Crompton, 1993; Garretson & Burton, 1998). Alcohol companies are served well if 
they can have their products associated with sport that is perceived positively as a 
healthy practice (McDaniel & Mason, 1999). 
Health lobby groups argue that several negative consequences of excessive alcohol 
consumption should be enough to change policy. Evidence of negative consequences 
is very visible in society. Alcohol consumption can be linked with unsafe sexual 
activities, violence, vandalism, exposure to heavier drugs, physical or cognitive 
impairment, injuries and death from motor vehicle accidents, criminal behaviour, 
poor academic performance and family breakdown (Garretson & Burton, 1998; 
Pettigrew, 2001b; Treise, Wolburg & Otnes, 1999). Sports such as water sports 
(swimming, boating) for example Royal Life Saving Society's 'Don't drink and 
drown' campaign and motor racing may raise higher concern within the community 
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when alcohol sponsorship is involved. Excessive alcohol consumption is closely 
linked with drowning and motor vehicle accidents (Garretson & Burton, 1998). 
Sponsorship by alcohol companies at sporting events portrays a message that 
alcoholic beverages are similar to non-alcoholic soft drinks (Crompton, 1993). 
Advertisements generally portray young, active people having fun and enjoy having 
good times, such as the three men involved in the VB series of advertisements 
relating to cricket. Other advertisements (e.g. Baileys) promote the alcohol product 
by showing young attractive women enjoying themselves, looking sexy and 
attracting male attention. However, these sponsorship campaigns disregard negative 
consequences such as depression, unsafe sexual practices and drink driving that may 
follow excessive and long term alcohol consumption (Crompton, 1993; Garretson & 
Burton, 1998; Snow, 1999). Currently alcohol products do not carry health warnings 
for consumers. 
Several measures were introduced initially to discourage the use of tobacco products 
such as improved warning labels on all tobacco products. Legislation to restrict the 
sale to minors also proved successful in discouraging the use of tobacco products 
(Miller, 1998, p. 485). Warning campaigns are used by government to educate 
people on the dangers of alcohol consumption. For example, advertisements may 
show both males and females either vomiting in the toilet or getting into awkward 
sexual situations related to excessive consumption of alcohol. Traffic deaths, 
pregnancy risks, domestic violence and physical deterioration are widely recognised 
as potential risks faced by alcohol consumers, effects often neglected in pro alcohol 
advertising campaigns (Crompton, 1993; Garretson & Burton, 1998). Conversely, 
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health messages on alcohol products could convey responsible consumption, health 
benefits and self-management. 
Excessive alcohol consumption can have effects on family life and work. According 
to Room ( 1 997) family breakdown is a major concern for society, especially when 
parents are consuming alcohol excessively on a continual basis. Family finances may 
be spent on drinking and therefore other essential needs are possibly neglected 
(Room, 1997, section 7 para 1 ). Excessive consumption affects an individual's level 
of productivity that may result in unemployment if they are not performing at the 
standard required. Room (1997) observed that this could result in unemployment, 
again affecting a family's finances. Excessive consumption can lead to the neglect of 
a child's upbringing and domestic violence may be inflicted on other household 
members (Room, 1997). These major consequences from excessive alcohol 
consumption not only effect individual families, but society as a whole (Room, 
1997). These consequences may not be a consideration of sport organisers entering 
into the alcohol sponsorship contracts. 
The majority of organised sports in Australia have a junior component to the club 
(Snow, 1999). Within sport, parents and influential figures such as coaches attempt 
to teach children about 'fairplay' as well as imbuing a healthy lifestyle for the future 
(McDaniel et al., 2001). Excessive alcohol consumption that may lead to violence 
between spectators is not seen to be consistent with these values (Pettigrew, 2001 b). 
This generates controversy over alcohol advertising associated with sport 
sponsorship as a social and ethical issue. Children should not be exposed to these 
advertising methods as it may influence their behaviour both on and off the sports 
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field. Alcohol advertising may contribute underage drinking and give the impression 
that drinking alcohol is 'cool' (Snow, 1999). Alcohol sports sponsorship may have 
affects beyond the playing fields. 
It would take an extended period of time if society is to change people's alcohol 
consumption patterns in an attempt to reduce all the negative consequences (Miller, 
1998). However, changes may be brought about through focus on high consumption 
targets, such as high schools and sporting clubs. School-based programs could be 
implemented to encourage responsible drinking and teach young people ways to 
resist peer pressure (Miller, 1998, p. 485). Sporting clubs too are an environment 
where different health campaigns relating to responsible drinking could be 
implemented (Crisp & Swerisen, 2003, p. 146). Research has shown that sports 
participants in Australia are more likely to consume unsafe amounts of alcohol after 
participating in sport compared to non-sports participant_s (Holman, Donovan, Corti, 
& Jalleh, 1997). Therefore sporting clubs may be beneficial locations to introduce 
responsible alcohol consumption and serving policies (Crisp & Swerissen, 2003). 
These practices may be closely linked to alcohol sponsorship within sport. 
McDaniel et al. (2001) found that the American public supported the sponsorship 
provided by alcohol companies. People believed that ticket prices and membership 
costs stay low due to the support of these companies. McDaniel et al. (2001) found 
that people also believed that a consequence of the withdrawal of alcohol sports 
sponsorship would mean an increase in these costs that sports consumers would have 
to cover personally. 
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An issue that was explored in the Unites States was the close association between 
alcohol and tobacco whilst viewing a sporting event or after participation in sporting 
activities. The consumption of alcohol and tobacco was closely linked with the 
'social' atmosphere created at sporting events and may add to the sporting 
experience for many people (McDaniel et al., 2001). If this social setting was 
threatened, by the removal of both alcohol and tobacco at sporting events a dramatic 
decline in the number of spectators attending these sport events could be anticipated 
(McDaniel et al., 2001). This is an issue that could be widely explored in Australian 
sports settings. 
Alcohol is part of the Australian culture generally, and a specific component of the 
Australian sport culture. Alcohol companies use the sponsorship of sport as a way of 
attracting a positive image to their products, at the same time as reinforcing the sport ­
alcohol nexus. Alcohol sponsorship of sport is a value adding activity for alcohol 
companies with the wide reach of sport promotion across multiple media. 
Sport is a very attractive setting in which alcohol companies can develop positive 
associations. The size of the market is huge. Approximately 6.5 million Australians 
participate in sport and 2.8 million adults spectate sport showing that there is a large 
percentage of Australians not involved in sport. These different levels of interest can 
be identified in different ways. It is difficult to define an individual's level of sports 
association or orientation. A certain percentage of the population are associated with 
sport on all different levels. Whether it be playing, coaching, administration, an 
official or a fan of one's favourite team or a combination of these, people will 
consider their sports involvement differently. While this study did not explore 
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specific sport settings (e.g. clubs, events) it identified three groupings of sport 
participation as a way of examining differences in perceptions held towards alcohol 
sports sponsorship based on personal perception of respondents' involvement in 
sport. 
Attitudes Towards Alcohol Sponsorship - Sports Perspective 
Sports managers tend to have a positive view of alcohol sponsorship. One argument 
from sports managers is that without corporate sponsorship from alcohol and tobacco 
companies their sport organisations would face a huge decline in the financial 
viability of individual sports (Crompton," 1993, p. 148). This sponsorship has become 
crucial to the constant flow of revenue for sporting associations, specific sporting 
events and also to the host community or city. Some examples of alcohol sports 
sponsorship are the Victoria Bitter One Day International cricket competition and 
Toohey's New Melbourne Cup. The Fosters Group, including Carlton and United 
breweries, the producer of Victoria Bitter made a $ 15 .4 million prepayment 
sponsorship expenditure in 2003 (Fosters, 2004). When a large sporting event comes 
to a host city it generates employment, and sports enthusiasts spend extra money 
within the community. Subsequently sports events have a positive economic impact 
through the multiplier effect (McDaniel & Mason, 1999, p. 484). An example of this 
was the economic impact that the 1996 Formula One Grand Prix had on the host city, 
Melbourne. This event was watched by approximately 300 million people around the 
world and had an attendance of 289,000 people over a four-day period. An 
independent assessment suggested the gross economic benefit of this event was 
$95.6 million to Melbourne and it created 2,270 full year equivalent jobs (Richie & 
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Hall, 1999). There is also the direct financial benefit to the sport event organisers and 
the sponsor. 
McDaniel and Mason (1999) observed that sponsorship programs need to be 
developed to appeal to fans, portray a positive and healthy message consistent with 
sport, as well as provide the essential financial support clubs need. However, 
managers and administrators of sport face many challenges when it comes to 
accepting sponsorship. The president of a sporting club in the United States noted the 
moral and ethical dilemmas that a sport and individual clubs face when accepting 
alcohol sponsorship (Crompton, 1993, p. 163). The reference is relatively old, but it 
demonstrates that the issues associated with alcohol and sport that are still valid after 
many years: 
It is a sensitive issue because you need the money, but you don't want to be 
seen as promoting the idea that people come to our games, get drunk and 
drive home. We'd be foolish to say we don' t want a beer sponsor on moral 
grounds, but at the same time that doesn't mean we want to encourage 21-
year-olds to down a case (Johnson, 1988, p. 78). 
Attitudes Towards Alcohol Sponsorship - Healthway 
Healthway is discussed in detail, as it is a government organisation that could 
possibly play a major role in alcohol sports sponsorship if modifications were made 
to current policies or legislation. Healthway could provide a model for controlling 
alcohol sports sponsorship. Healthway may establish a buyout sponsorship program 
similar to the program used to remove tobacco sponsors from sport. It is questionable 
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if the government should introduce greater restriction on the sale and consumption of 
alcohol at sporting events, however it could be a possibility. 
Healthway was established in 1991 in Western Australia and was originally known 
as Western Australian Health Promotion Foundation (Healthway, 1999-2000). It is 
an independent statutory body reporting to the Minister for Health. It was created 
under Section 15 of the Tobacco Control Act. The aim ofHealthway is to work 
together with sporting and other community organisations to promote health and 
healthy environments through a range of programs, partnerships and settings. 
Healthway is structured around three programs, Health Promotion Projects, Health 
Promotion Research and Sponsorship (including the sponsorship of Sports, Arts and 
Racing). Three high priority objectives and lower priority objective relating to 
alcohol for Healthway today are: 
• Tobacco smoking prevention and control (high priority) 
• Good nutrition promotion (high priority) 
• Mental health promotion (high priority) 
• Promoting and controlling alcohol abuse is not high priority, but it is an 
objective (Healthway, 2002-2003). 
The funding for Healthway is provided from different sources. Initially it came from 
the taxes on cigarettes. In 1990-1991 Section 26 of the Tobacco Control Act 
provided that 10 percent of funds raised by the levy on the wholesale price of 
tobacco products via The Business Franchise (Tobacco Act) 1975, was paid to 
Health way to distribute each year (Health way, 1990-1991 ). Legislation stipulated 
that in the first 5 years of operation the main priority of Health way was to replace 
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tobacco sponsorship and advertising within the sporting arena, as well as provide 
new grants to specific groups for health promotion and research projects. This 
program is reaching its term. Before Healthway in 1990 only 46 percent of sports, 
arts and racing venues had smoke-free policies. By 2001 this figure increased to 98 
percent with 63 percent of venues introducing policies at Healthway's request. In 
2004 the major outdoor and indoor events venues in Perth are totally smoke free 
(e.g., Subiaco Oval, Opera in the Park and Fly by Night Musicians Club). 
Looking closely at the 1990-1991 Healthway Annual Report, it is clear that the 
Tobacco Replacement Program was of high significance in the establishment of 
Healthway. One of Healthway's priority goals was to discourage the smoking of 
tobacco, when smoking was identified as the major single preventable cause of death 
and disease in Western Australia (Healthway, 1990-1991 ). In order to achieve this, 
significant financial support was required from Healthway to replace the funds 
received by community groups and commercial sports from tobacco companies 
through sponsorship and advertising of sport, racing and the arts. Healthway' s 
Tobacco Replacement funding program led to many sport, racing and art groups 
becoming heavily involved in the promotion of heath messages such as 'Quit', 
'Smoke-free Dining' and 'Be Active' (Healthway, 1990-1991). When sporting clubs 
and organisations were involved in the promotion of these healthy campaigns they 
became eligible for extra grants. 
The establishment of Healthway was successful in Western Australia to remove all 
forms of tobacco sponsorship and advertising from sport, racing and the arts. In the 
first 18 months ofHealthway, smoke-free areas increased by 27 percent (Healthway, 
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1993-1 994). In 1 999-2000, Healthway introduced new initiatives that related to the 
promotion of mental health and the health issues related to tobacco, alcohol and other 
drugs. While these initiatives are initially health related this might be a significant 
area of interest and concern to alcohol sponsors. Future policy or legislation changes 
may occur as a consequence of increased undesirable health and social outcomes 
associated with alcohol consumption, such as drink driving and underage 
consumption. 
In 2002/2003 Healthway received $16,537,000 in funding from the government, of 
this Healthway provided $15,942,928 on grants and sponsorships. The highest 
allocation of funds ($5,1 05,616) was allocated for sports sponsorship, health 
promotion received $2,947,484 and health research received $2,564,715 in funding. 
Fifty nine percent of Healthway's total health budget was directed to controlling 
tobacco smoking initiatives, 33 percent of total sponsorship funds went to promoting 
tobacco smoking control and Healthway granted $200,000 for topical tobacco 
research, showing that it was still a high priority to Healthway. These new initiatives 
addressed key issues, including the use of performance enhancing drugs, use of 
permitted medications, smoke-free environments, anabolic steroids, recreational drug 
use and drug testing. The main focus was to raise the awareness and knowledge of 
these issues within the community. These new initiatives involved programs such as 
' Say No to Smokes', 'Make Smoking History' and 'Smarter than Smoking' 
(Healthway, 2002-2003). 
In 2004, Healthway retains its high focus on discouraging tobacco smoking, but it 
introduced new campaigns in the fight against binge drinking with the names 
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'Enough is Enough' 'Respect Yourself/ 100% Control' and 'Healthy Club 
Sponsorship' . Programs were also established to encourage healthy lifestyles, such as 
'Find 30' that encourages individuals to find 30 minutes of physical activity per day. 
Other programs focus on healthy eating habits with '2 fruit and 5 veg' (Healthway 
2004). 
Since 1990 the percentage of sport organisations with safe alcohol service practices 
increased from 31 percent to 71 percent. This is greater than other projects such as 
sun protection measures that increased from 39 percent to 63 precent and healthy 
food choices that increased from 17 percent to 54 percent. From a survey conducted 
in 2000 Healthway found that 93 percent of people in Western Australia agreed that 
it was important that sports and art activities for children are used to promote healthy 
lifestyles (Healthway, 2004). 
Healthway established a new program for 2004/2005 titled Healthy Club 
Sponsorship. This program was introduced to encourage clubs to promote health and 
safety issues to their members and supporters with a heavier focus on implementing 
responsible drinking and service within clubs (Healthway, 2004). Clubs can apply for 
sponsorship to receive up to $2000 for becoming involved in health-focussed 
promotions and implementing new initiatives. This sponsorship is intended for new 
water bottles, first aid equipment, coaching and umpiring courses as well as 
education for new and existing members on injury prevention. If clubs are successful 
in the sponsorship grant they must be completely, and remain permanently, smoke 
free venues and events. Clubs will also need to develop a Healthy Club policy that 
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addresses healthy catering, smoking, alcohol and other drug use, sun protection and 
sport safety (Healthway, 2004). 
Government intervention in these scenarios is for health care of its citizens. 
Healthway sponsorship provides organisations the opportunity to: 
1 .  Promote health messages 
2. Link health messages with the healthy image of sport 
3 .  Support legislation on tobacco bans and safe 'workplaces' .  
Healthway is a mechanism that could possibly be used in the future for managing 
alcohol sports sponsorship. As Healthway has been successful with similar projects 
in the past it reinforces its ability to introduce a management program for alcohol 
sponsorship in the future should governments decide on this form of control. 
Potential Prospects for Alcohol Sponsorship 
Some health conscious agencies (e.g., Department of Sport and Recreation, Western 
Australian Sports Federation and the Health Department of Western Australian) are 
concerned about the health aspects of high alcohol consumption and seek to present 
alternative messages. Some researchers go so far to suggest stricter controls on 
alcohol advertising (and therefore alcohol sports sponsorship) following the tobacco 
advertising controls around the world. 
Snow (1999) argued that Australian Federal and State governments should increase 
the regulation of alcohol advertising in a similar method to the way tobacco 
advertising has been prohibited. This would have a direct effect on the business 
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procedures currently used by alcohol companies. Self-regulation by alcohol 
companies has been an issue for debate in the United States of America that has 
sparked large arguments from the alcohol industry (McDaniel & Mason, 1 999). 
Issues against alcohol companies include the type of advertisements that alcohol 
company's use with images of attractive healthy models and sports activities 
obscuring potential health risks. Another issue relates to beer and spirits 
advertisements and whether these should be treated differently due to the higher 
alcohol percentage of spirits. People believe that alcohol companies could introduce 
policies to restrict these advertising methods. However, alcohol companies argue it is 
their legal right to advertise their products and it is a conventional marketing 
communication tool (McDaniel & Mason, 1999). 
Other restrictions could be implemented at a club level. Some clubs in the United 
States have ensured that both amateur and professional sport organisations do not 
permit players to endorse any products related to the alcohol or tobacco industry 
(McDaniel & Mason, 1 999). Suggestions in Australia include responsible service of 
alcohol, complementing alcohol with snack foods and also offering substantial meals 
(Snow, 1 999). These are models that may offer guidance for Australian sport 
organisations that believe that alcohol sponsorship, while legal, may not be an ethical 
sponsoring option. 
McDaniel and Mason ( 1 999, p. 485) suggested that potential and existing sponsors 
within the sports industry could be responsible for further research to develop 
knowledge of specific groups and their preferences for alcohol sponsorship. These 
sponsors may look at incorporating and promoting healthy and responsible drinking 
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practices in their advertising campaigns (McDaniel & Mason, 1 999). This may 
reduce or deflect some of the continual scrutiny they are under from different health 
groups within the community. 
Chapter Summary 
This review examined relevant literature on alcohol as part of Australian culture, the 
role of alcohol sponsorship in sport, and health trends associated with alcohol 
consumption. It examined different points of view within the sports industry from 
sport managers, fans and sponsors themselves. It also identified other research from 
the United States of America and Australia that provide a basis for this study. 
There is scope to investigate public opinion on alcohol sports sponsorship in 
Australia - for while inculcated, it is almost an invisible, yet an accepted dimension 
of sport participation (including viewing and playing). Previous research in this area 
suggested that alcohol consumption behaviour creates positive perceptions of alcohol 
advertising and general views about alcohol in sport. This present study explores 
these issues with a specific population of University students to reveal their views on 
alcohol sports sponsorship. 
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Chapter 3 - Research Methods 
Introduction 
The chapter discusses the methods used in this study. It describes the research design 
generally, the methods of data collection and data analysis specifically. It also 
explains the study population selection, the questionnaire instrument and ethical 
considerations. 
Research Design 
The research design for this project was based on two previous studies: McDaniel et 
al. (2001) and McDaniel and Mason ( 1999). The sample was selected differently 
based on the requirements of specific numbers to conduct the appropriate data 
analysis. Data collection was conducted at Edith Cowan University on the Joondalup 
campus over a three-day period. Data analysis was conducted using the statistical 
package SPSS involving several different methods of data analysis. 
The present study used a self-administered questionnaire that was distributed on the 
Edith Cowan University campus in Joondalup. A previous study conducted by 
McDaniel et al. (2001) focused solely on American University students, with 
questionnaires administered in a class setting. The questionnaire was divided into 
several different sections, each contained different scenario questions involving 
alcohol and tobacco. Respondents were asked to evaluate these questions using 7-
point Likert-type scales. The final section involved demographic questions. The 
study conducted by McDaniel and Mason (1999) used an America wide telephone 
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survey pre-Olympic and post-Olympic Summer Games in 1996. The study used a 
random sampling technique. 
The present research design was closely linked to that used by McDaniel et al. (2001) 
as it used a 7-point Likert-type scale and scenario questions. The study did not use a 
nation wide survey as McDaniel et al. (2001) used, but a focused sample of 
University students. The exploration of other segments of the population provides 
opportunities for future research. This study was conducted from July to November, 
2004. 
Ethical Considerations 
Ethical considerations were addressed during this study. All the information that 
respondents provided was treated with strict anonymity. No personal details 
identifying individual respondents were required. All questionnaires were placed in a 
closed box after completion. This mechanism was in place so that the researcher was 
not able to link respondents with any particular questionnaire during the 
administration of the survey. If a participant wished to withdraw from the research 
project they had the option to withdraw on the spot whilst they still had possession of 
their own questionnaire. As the questionnaires are anonymous with no identifying 
information participants were not able to withdraw after the questionnaire had been 
placed in the closed box. There was no obligation to be involved in the study; 
participation was voluntary. 
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All the results were collated with no individual responses identifiable. The researcher 
fully understood the responsibility that at no stage should any subjects suffer from 
embarrassment, physical harm, pain or loss of privacy as a consequence of this study. 
When addressing respondents the researcher identified herself, stated the purpose of 
the research, and explained all rights to the respondents prior to obtaining any 
information from them. 
The research received approval from the Ethics Committee of Edith Cowan 
University and all practices and procedures required by the committee were fulfilled. 
Population of Interest 
The population of interest was University students at Edith Cowan University, 
Joondalup campus. Two hundred and ten students were selected to participate in the 
study. Both undergraduate and postgraduate students were selected. Filter questions 
were in place to ensure that no staff members were selected nor anyone who had 
participated in the pilot study. This is a similar sample to that in the study by 
McDaniel et al. (2001 ). A specific question about sports orientation also ensured that 
the quota sampling requirement was met. 
This specific sample was chosen as the researcher believed rich information could be 
gathered from this specific sample. Students have a close link with sporting 
activities, and alcohol consumption is a major component of their lifestyle. As this 
link is relatively strong it was believed that students would be able to relate closely to 
alcohol sports sponsorship and therefore provide valuable information. A focused 
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sample was selected to ensure the information obtained throughout the study was of 
high quality for a specific sample, as opposed to minimal information across 
different population groups. 
Students were also selected, as it was believed that there would be a sufficient 
number of respondents in the three main categories of sports orientation - highly 
sports orientated, somewhat sports orientated and not sports orientated. These 
categories were devised for this study to provide a range of responses from people 
involved in different levels of sport. Highly sports orientated people are defined as 
involved in sport regularly, somewhat sports orientated people are involved in sport 
often and not sports orientated people are involved in sport rarely or never. 
Participants self-selected the sports orientation that they felt best represented their 
involvement in sport. Creating these classifications of sports orientation set up three 
additional independent variables against which views on alcohol sports sponsorship 
could be tested. The categories of sports orientation are shown below: 
1 
Not sports orientated 
(Watch sport very rarely, 
Not disappointed if! miss sport, 
Have passions other than sport) 
2 3 
Somewhat sports orientated Highly sports orientated 
(Watch sport often, enjoy hearing the (Always watch sport, 
results, can hold a conversation make time specifically to 
regarding sport) watch/play sport, love it.) 
The Study Sample and Sampling Processes 
Quota (non-probability) sampling was used to ensure there were 70 respondents in 
each segment of sports orientated people, somewhat sports orientated people and 
non-sports orientated people. Quota sampling was selected as the best method to 
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obtain the relevant information from each specific group, and ensured that there were 
a sufficient number of respondents in each of the cells for statistical analysis. 
Sekaran (2003, p.28 1 )  noted that where the objective of a study is to obtain 
information relevant to and available only with certain special interest groups the 
quota sampling is appropriate, where each group is adequately represented in the 
study. 
The sample was drawn from Edith Cowan University students on the Joondalup 
campus. Every fifth person who walked past the coffee shop location was asked to 
participate in the study. If they gave consent to complete the questionnaire then every 
fifth person following them was approached. If the person did not wish to participate 
in the study, every person following them was approached until a willing participant 
was found. When that person gave his or her consent, the random sampling of every 
fifth person continued. Quotas were checked until 70 respondents for each category 
were obtained. 
While self-generated questionnaires have some limitations, for example, reliability 
and validity, which are not tested in previous studies (Cavana, Delahaye & Sekaran, 
200 1 ), this study was based on two previous studies (McDaniel & Mason, 1 999; 
McDaniel et al., 200 1 )  using similar questions and scenarios. However, the present 
study was not an exact replication. The style of questions, used to tap perceptions, 
such as Likert-type scales and open ended question was accepted as face validity. 
Validity was further indicated by factor analysis of some items. Reliability measures 
indicate accuracy of concepts measured. Cronbach' s alpha as the most popular test 
for interitem consistency reliability for multipoint scaled items was used (Sekaran, 
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2003, p.205). In addition, factor reliabilities are demonstrated by factor loadings of 
0.6 and above (Tabachnick & Fidell, 1996). 
Quota sampling does not allow for generalisability of the findings to the wider 
population (Sekaran, 2003). However, by selecting a limited sample more intense 
data could be obtained from the sample rather than gaining limited data from the 
entire population. It allows for a subset of the population that is underrepresented to 
be equally represented. The two United States studies, which this study used as a 
basis for the several components of the research methodology, had a limited sample 
size of 274 and 248 respectively. The sample size for this study was 210. 
I nstrument - Questionnaire 
From the five research questions developed for this study a process of refinement 
occurred. This involved breaking down the research questions into more focused 
research objectives. From these research objectives two or three questions to be 
included in the questionnaire were generated for each objective. The research 
objectives were: 
1. To identify people's perceptions of alcohol sponsorship at sporting events. 
2. To determine if perceptions of the appropriateness of alcohol sports 
sponsorship differ between sports orientated, somewhat sports orientated and 
non-sports orientated people. 
3. To determine if the perceptions of the appropriateness of alcohol sponsorship 
within specific sports raise higher concern from the public e.g. water sports. 
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4. To identify any differences in the perceptions due to people's personal 
sporting interests and whether it affects their views on alcohol sports 
sponsorship. 
5. To create a demographic profile of the sample population using age, gender, 
income, education level, sporting involvement. 
6. To determine if people believe there should be greater government 
intervention to restrict alcohol sponsorship and advertising in sport. 
7. To determine if people with family members involved in sport either by 
participation or association have different perceptions of alcohol sports 
sponsorship from those without family members involved in sport. 
8. To see if people's personal interests, alcohol consumption or social 
experiences during alcohol consumption affect their attitudes towards alcohol 
sponsorship. 
The scales used to gather data include dichotomous scales, category scales and 7-
point Likert-type scales. Some of the scales rate "never" to "always", others rate 
"strongly disagree" to "strongly agree". Category scales were used to determine 
respondents' demographics such as age, gender, education level and income to 
provide background information about the respondent. Open-ended questions were 
included to allow respondents to provide qualitative responses for issues at hand, or 
general comments. 
A cover letter was included on the front page of the questionnaire to outline the 
purpose of the study, the credibility of the researcher, and the rights of the 
respondents. The letter provided the respondents with ethical information, and 
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outlined the purpose and objectives of the study to help them decide if they wished to 
participate in the study or not. The letter also explained that if they wished to 
withdraw at any time during the study it must be done whilst they still had possession 
of their questionnaire. A statement of disclosure was included to assure respondents 
of their anonymity. The cover letter and questionnaire are included as Appendix B. 
The first section of the questionnaire (Ql - Q6) had general 'yes/no' questions about 
participation in sport and consumption of alcohol whilst viewing sport. It also 
required participants to identify their perceived level of sports orientation from not 
sports orientated to highly sports orientated. 
The second section of the questionnaire (Q7 - Ql  l )  addressed the respondents' 
alcohol consumption patterns and a series of statements involving alcohol sports 
sponsorship were provided. The respondents had to rate their most appropriate 
response on a 7 point Likert-type scale from "strongly disagree" to "strongly agree". 
This question probed the respondents' perception of alcohol sponsorship within 
sport. For example a statement from question 11 is listed below: 
"People accept alcohol sports sponsorship as it has been a part of sport for many 
years" 
Strongly Disagree 
1 2 3 4 5 6 
Strongly Agree 
7 
The third section of the questionnaire (Q12  - Ql 5) examined social issues that 
respondents may believe to be linked with alcohol consumption. It listed several 
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social issues that were identified by previous research (Crompton, 1 993; Garretson & 
Burton, 1 998; Snow, 1 999). Respondents were asked to rate their most appropriate 
response on a 7 point Likert-type scale from "strongly disagree" to "strongly agree". 
It also requested respondents to identify any other sports that they felt were 
inappropriately sponsored by alcohol companies. 
The fourth section of the questionnaire (Q 1 6-Q21 )  gathered demographic data of the 
respondents. It asked general questions on age, gender, income, year currently 
studying at university and main language spoken at home in an attempt to gather 
information on the respondents ethnic background. 
Pilot Test 
A small sample was selected to conduct a pilot test prior to the commencement of the 
questionnaire distribution. This process allowed the researcher to eliminate any 
confusion within the questionnaire and allowed for any alterations to be made to the 
questionnaire prior to distribution (Cavana et al. ,  200 1 ). This process helped the 
researcher to prepare and distribute the most accurate questionnaire. The pilot test for 
this study allowed the researcher to determine if the data collection method allowed 
for the most appropriate statistical analysis to be conducted. A filter question was 
included in the main study to exclude anyone who participated in the pilot test. 
Several alterations were made to the questionnaire concerning the wording and 
sequences of some questions. 
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Data Collection 
Data were collected using a self-administered questionnaire that was distributed 
personally by the researcher. This was beneficial as the survey was conducted at one 
location. It allowed the researcher to clarify any queries a respondent may have on 
the spot. It also allowed the researcher to introduce the research topic to the 
respondents and explain the significance of the study. This data collection method 
was chosen, as it was less time consuming than other methods of data collection. It 
was also less costly and allowed an increased response rate over other collection 
methods (Cavana et al., 2001) .  In this case of data collection, it was important that 
the researcher remained objective and did not express any of her personal opinions 
about the research topic. 
The survey was cqnducted in area where table and chairs were provided for the 
respondents to sit down and complete the questionnaire. Clipboards were provided 
for respondents who wished to stand whilst completing the questionnaire. It took 
approximately six to eight minutes to complete the questionnaire. Completed 
questionnaires were placed in a closed box. 
Data Analysis 
The data received from the completed questionnaires were analysed using the 
statistical program SPSS. The data for all questions were coded by assigning specific 
numbers to each question and also to each possible response category. Open-ended 
questions were classified and analysed to determine whether any thematic or content 
patterns were evident. Categories were established to help code the data (Cavana et 
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al., 2001). For example, respondents were asked to name a sporting event sponsored 
by an alcohol company. Events or sports that received more than one response were 
categorised for analysis. 
Theme and content analyses were used to extract different patterns from qualitative 
information that respondents provided. These types of analyses were used in two 
sections where respondents had the opportunity to offer their opinions. The first 
asked respondents to provide overall reasons for or against alcohol sports 
sponsorship. Qualitative analysis was used to examine additional social issues 
respondents felt may be related to or encouraged by alcohol sports sponsorship. 
Almost all respondents provided a reason why they supported or opposed alcohol 
sports sponsorship. These reasons (content) were grouped by emergent themes. 
In the questionnaire respondents were also asked to list the sports that they played or 
may be associated with. These data were coded using a 'Classification of sports: 
based on peak dynamic and static components during competition' (Haskwell, 
Mitchell, & Raven, 1999). It is included as Appendix D. This meant some responses 
that were provided such as gym and ballroom dancing were not classified as sports in 
this study and they were not coded or included in the data analysis. In this case sports 
were based on dynamic and static components with dynamic exercise involving a 
large increase in oxygen consumption and static exercise has a small increase in 
oxygen consumption. Dynamic and static exercise are defined by Haskwell et al. 
(1999, p.S242) as: 
Dynamic exercise involves changes in muscle length and joint movement 
with rhythmic contractions which develop a relatively small intramuscular 
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force; static exercise involves development of a relatively large intramuscular 
force with little or no changes in muscle length or joint movement. 
Missing data are a concern of all research projects. In this case if respondents missed 
questions a function was available to include or exclude missing responses when 
conducting data analysis (Cavana et al., 2001). Missing data were treated as a 
separate category. By doing this the program reported the missing values separately, 
providing a total percentage and a valid percentage. In this project figures are 
displayed as a valid percentage that excludes the missing values. 
Data analysis began by conducting a principle component factor analysis on six of 
the seven statements that determined the respondents' overall perceptions of alcohol 
sponsorship. Factor analysis is a technique used to reduce a large number of 
variables into a smaller set of underlying factors that summarise the essential 
information contained in the variables (Ntoumanis, 2001). In this case two main 
factors were produced. These factors were then used for t-test analysis with the 
majority of questions throughout the questionnaire. ANOV A analyses were also used 
to compare questions that had more than two response options and the Post-hoc 
analysis was used to determine the significance of the data. When conducting Post­
hoc analysis the Scheffe test was used to perform all possible comparisons between 
the data (Ntoumanis, 2001 ). 
Multiple regression analysis was used to test the overall perceptions respondents held 
towards alcohol sports sponsorship with Factor 1 and Factor 2. This determined how 
the composite score of Factor 1 and Factor 2 could be used to predict the overall 
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perception that a respondent may have. Multiple regression analysis was also 
conducted to determine how respondents felt towards a change in government policy 
and/or legislation with Factor 1 and Factor 2. This type of analysis can also 
demonstrate the changes in the scores of the dependent variable such as overall 
perceptions towards the appropriateness of alcohol sports sponsorship and 
government policy that can be predicted by the independent variables such as Factor 
1 and Factor 2 (Ntoumanis, 2001). 
Correlation analysis was used to test if a relationship existed between increasing 
regulation through government policies or legal restriction (banning or restricting 
alcohol sports sponsorship) for alcohol sports sponsorship. Descriptive statistics such 
as means and standard deviations were used to depict the demographic profile of the 
respondents. 
Chapter Summary 
This chapter outlined the research design and the previous research that provided the 
basic structure for the instrument and sample used. It outlined the population of 
interest and the sampling processes. It described the questionnaire instrument 
selected and scales used within the questionnaire. It discussed different types of 
analysis that were conducted such as t-tests, ANOVA, factor analysis, correlation 
analysis and theme and content analysis. It also discussed the pilot study and the 
ethical considerations for the study. 
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Chapter 4 - Results/Findings 
Introduction 
This chapter discusses the response rate to the questionnaire, and describes the 
demographic profile of the sample. It discusses how respondents felt towards alcohol 
sponsorship in sport based on their own personal level of sports orientation. To 
determine overall sports orientation respondents were asked to indicate the sports in 
which they participated and their association with any other sports. The results also 
report any relationships between respondents' alcohol consumption behaviour 
associated with viewing sport and during or after participation. It also reveals the 
different types of alcohol respondents consumed at these times. 
The results present the respondents' overall views on alcohol sports sponsorship, and 
explore reasons for and against alcohol sponsorship that were identified by the 
respondents. Respondents' comments on social issues that are encouraged by alcohol 
sports sponsorship are also reported. Factor analysis was used to condense several 
statements into more meaningful groups. Two factors were evident and they were 
used for comparison with other responses from the questionnaire. Other responses 
include the respondents' ability to recall alcohol sponsors; which sports they thought 
may be least appropriate for alcohol sponsorship, and their views on increased 
restriction for alcohol sponsors introduced through possible change to government 
policy or legislation. Patterns were explored within the demographic results and 
respondents' overall perceptions. 
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Response Rate 
The sample (210) of this study consisted of 36.2 percent of male and 63.8 percent of 
female respondents. In some cases the results show the total sample is lower than 210 
this may be due to people not answering some questions completely or correctly. 
These cases were still included, as they had completed the majority of the 
questionnaire correctly. 
The demographic data for males and females appeared to be skewed initially 
however when compared to the Edith Cowan University (ECU) student population 
statistics it showed the sample is representative of the student population. The 
proportion of male and female students at the Joondalup Campus is 60 percent 
females and 40 percent males, where the total proportion of male and female students 
from all three ECU campuses (Joondalup, Churchlands and Mount Lawley) is 61 
percent females and 39 percent males. These figures are consistent over the last six 
years from 1998-2004. The response rate of females from the sample is slightly 
higher, however it reflects the university population of ECU that has a higher 
proportion of females than males. 
Demographics 
The majority of respondents were aged between 18 and 25 years, which is expected 
as this specific sample comprises of university students who generally fall into this 
age group (Table 1). Some mature age students are included as 18 percent of the 
respondents are over 26 years of age. This is reflective of the higher proportion of 
Edith Cowan University students who are mature aged. 
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Table 1 
Total percentage of respondents in each age bracket 
Age Bracket (years) N Percentage 
1 8  -25 172 81.9% 
26- 35 32 15.2% 
36- 45 4 1.9% 
46- 54 0 none 
55+ 2 1% 
Total 210 100% 
The majority ofrespondents had a low income that may be expected of a student 
population (Table 2). Of 208 respondents 90.5 percent had an income under $25,000 
per annum. 
Table 2 
Total percentage of respondents in each income bracket 
Income bracket N Total Percentage 
$0 - $14,999 150 7 1. 1% 
$ 15,000 - $24,999 41 19.4% 
$25,000 - $24,999 11 5.2% 
$35,000 - $49,999 4 1.9% 
$50,000 + 2 0.9% 
Total 208 1 00% 
65 
Respondents identified the course of study and the year they were currently studying. 
Course of study was classified into different faculties for analysis purposes. The 
majority of students were from the Faculty of Business and Public Management. The 
breakdown of courses offered by each faculty is provided as Appendix C. The 
percentages of respondents from each faculty are shown in table 3 .  
Table 3 
Total percentage of respondents from each school 
Faculty 
Business and Public Management 
Community Services, Education and Social Sciences 
Computing, Health and Science 
Communications and Creative Industries 
Regional Professional Studies 
Total 
N Total Percentage 
1 00 47.4% 
58 27.5% 
45 4.5% 
3 1 .4% 
0 0% 
206 1 00% 
The majority of students were in their first year of study. The number and total 
percentage of respondents in each year group is shown in Table 4. These results may 
have been a consequence of the location of the survey point and the day and time of 
the survey. 
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--Table 4 
Total percentage of students in each year group 
Current year of study N Total Percentage 
First Year 95 45.2% 
Second Year 70 33.3% 
Third Year 36 17. 1% 
Fourth Year 3 1.4% 
Fifth Year 1 0.5% 
Graduate Diploma 3 1.4% 
Exchange 1 0.5% 
Total 209 100% 
Eighty-five percent of respondents spoke English as their main language at home, 
while fourteen percent of respondents spoke other languages, with French, 
Cantonese, Mandarin and Chinese being the most common. 
Fifty-eight percent of respondents played sport and 53 percent of respondents had 
immediate family members (parents, siblings, children and spouses) involved in 
sport. Seventeen percent of respondents were associated with sports as a coach, 
official, committee member or a supporter. Eighty-one percent of respondents 
listened to or watched sport on radio, television or at live events. These responses 
suggest a relatively high involvement and interest in sport by respondents and their 
families. 
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Sports Orientation 
Respondents were asked to indicate the extent to which they believed themselves to 
be sports orientated. Ranging from one for not sports orientated, three for somewhat 
sports orientated and five for highly sports orientated. Each separate category had an 
equal number of respondents to meet the quota sampling technique. The percentages 
in each category are provided in Table 5 :  
Table 5 
Percentage of respondents in each sports orientation category 
Sports Orientation N Total Percentage Combined 
1 .  Not sports orientated 32 1 5.2% 33.3% ( 1&2) 
2. 38 1 8. 1 %  
3 .  Somewhat sports orientated 70 33 .3% 33 .3% 
4. 37 1 7.6% 
5. Highly sports orientated 33 1 5.7% 33.3% (4&5) 
Total 2 1 0  1 00% 
For the purpose of analysis the results were combined into the three main groups 
with one and two representing not sports orientated, three representing somewhat 
sports orientated and four and five representing highly sports orientated. Due to this 
process these categories are evenly weighted. 
The descriptive statistics provide a profile of the sample. This section discussed the 
response rate and its relativity to the total ECU student population, the age, income, 
faculty, the year of study, and the main language spoken at home by the respondents. 
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Other demographic information included the level of sports orientation of 
respondents. This information was used for further analyses involving t-tests and 
ANOVA combined with factor analyses to gain an overall impression of student 
perceptions towards alcohol sports sponsorship. 
Attitudes Towards Alcohol Sports Sponsorship 
Responses to statement B suggest a moderate agreement among the respondents that 
people accept alcohol sports sponsorship as it has been a part of sport for many years 
(X= 4.84, S.D. 1 .37). Results for statement E suggest that respondents moderately 
agree with the reversed statement that alcohol sponsorship should not be banned (X= 
4.58), however a higher standard deviation suggests a range of opinions exist (S.D. 
1 .8 1 ). 
The responses to statement F (unacceptable behaviour) suggest that respondents are 
not clear whether they believe that alcohol sports sponsorship contributes to 
unacceptable social behaviour of elite athletes off the sporting field (X = 3 .  79, S.D. 
1 .72). The double negative wording of the statement may have caused some 
confusion and resulted in the relatively neutral overall response to this statement. 
Responses to statement G reversed demonstrates a reasonably high level of 
disagreement with the statement "alcohol companies should not warn people of the 
different effects alcohol consumption can have on the body", (wording reversed from 
original statement: alcohol companies should warn people of the different effects 
alcohol consumption can have on the body). This suggests that respondents feel that 
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some form of warnings should be introduced to the packaging of alcohol products 
(X= 2.75). Means and standard deviations for each statement are provided in Table 6.  
While the reliability for this set of statement was not high (Cronbach' s  alpha 0.68) it 
was acceptable for further analysis. A factor analysis follows. 
Table 6 
Means and standard deviation for each individual statement 
X Standard Deviation 
Statement A (Financial assistance) 4.24 1 .64 
Statement B (Long acceptance) 4.84 1 .37  
Statement D (Sport services) 4.20 1 . 54 
Statement E (R) (Ban) 4.58 1 .8 1  
Statement F (Unacceptable behaviour) 3 .79 1 .72 
Statement G (R) (Alcohol warning) 2.75 1 .72 
[R= Reversed statement] 
Factor Analysis -Views on Alcohol Sponsorship 
Factor analysis was conducted on six of the seven statements used to determine the 
respondents' overall views towards alcohol sponsorship. Respondents had rated these 
statements in the questionnaire on a 7-point Likert-type (agree/disagree) scale. These 
statements were examined to determine if any underlying relationships existed in the 
data. A principal components analysis was used to detect any relationships. 
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For the purpose of analysis the 7 point Likert-type scales were reversed for statement 
A and statement G as they were initially written in a negative context in the 
questionnaire. Findings indicate that two main factors exist with eigenvalues greater 
than one. Factor 1 (Eigenvalue 2.34) explained 39.00 percent of variance for 
statements A, B and D. Factor 2 (Eigenvalue 1.20) explained 19.99 percent of 
variance for statements E, F and G. Statement C was excluded from the factor 
�-
analysis as it showed no significant relationship with the other statements. The 
remaining factors are too low to conclude if any other relationships exist. The scree 
test displays the two factors that have eigenvalues greater than one: 
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Figure 3 Scree test of factors. 
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Factors 
SMCs (Squared multiple correlations of factor scores predicted from scores on 
observed variables) were examined to test internal consistency of the two factors 
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identified by the factor analysis. The correlation cut-off is .60 with figures higher 
than this demonstrating the stability of the factors (Tabachnick & Fidell, 1996). 
SMC's scoring above .70 or better show that the observed variables account for 
substantial variance in the factors. The scores of variables that loaded on the factors 
were all relatively high (between .60 and .82) and no values greater than 1 
(Tabachnick & Fidell, 1996). 
The factors appeared to group statements relating to similar issues. Factor 1 consists 
of statements A, B and D, which are identified as micro issues specific to the sports 
industry and its relationship to alcohol sports sponsorship. The first factor was named 
"support" as it appears the statements relate to the support for alcohol sports 
sponsorship through financial assistance these sponsors provide to sport, long 
standing acceptance and services sport organisations offer. 
Factor 2 consists of statements E, F and G, which are identified as macro issues 
relating to environmental factors and larger issues within society that may be 
encouraged by alcohol sports sponsorship. The second factor was named "control" as 
the statements relate to negative social issues associated to alcohol consumption and 
its possible link to alcohol sports sponsorship. The second factor also includes 
statements on issues of restricting or controlling alcohol sports sponsorship, 
increased warning labels on alcoholic beverages, and unacceptable social behaviour 
by elite athletes relating to alcohol sponsorship. The relationship between these 
statements is not as strong as the statements supporting alcohol sports sponsorship, 
but factor 2 is generally about the effects of consumption and controls of alcohol 
sponsorship and promotion. 
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These two factors were compiled to give an overall perception that the respondents 
have towards alcohol sports sponsorship. The two factors were used as independent 
variables for the majority of statistical analyses. These variables were the basis for 
comparisons of the overall perceptions of alcohol sports sponsorship with specific 
demographics, personal sporting and drinking behaviours and other questions 
relating to immediate family members involvement in sport. 
/ Table 7 displays the Factor Analysis - Rotated Component Matrix. 
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Table 7 
Rotated Component Matrix 
A. 'Alcohol sports sponsorship provides 
essential financial assistance for the 
survival of many sports' 
B. 'People accept alcohol sports 
sponsorship, as it has been a part of 
sport for many years' 
D. 'If alcohol sponsorship was withdrawn 
from sport the service provided by many 
sport organisations be negatively affected' 
E. 'Alcohol sponsorship in sport should 
be banned in the same way that tobacco 
sports sponsorship has been banned' 
F. 'Alcohol sponsorship does not 
contribute to unacceptable social 
behaviour of elite athletes off the 
sporting field' 
G. 'Alcohol companies should warn 
people of the different effects alcohol 
consumption can have on the body' 
Eigenvalues 
% of Variance 
Cum % of Variance 
Factor Reliabilities 
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1 
0.777 
0.759 
0.707 
0.262 
0.390 
-0. 149 
2.34 
39.00 
39.00 
0.66 
Component 
2 
0. 1 74 
0.055 
0.096 
0.733 
0.602 
0.82 1 
1 .20 
19.99 
58.99 
0.6 
lu 
0.634 
0.579 
0.5 1 0  
0.607 
0.5 14 
0.697 
Sports Orientation and Views on Alcohol Sports Sponsorship 
Table 8 reveals that people who are highly sports orientated have a greater support 
for alcohol sports sponsorship and they also show they are in favour of controlling 
alcohol sports sponsorship. There are significant differences between the levels of 
support shown by highly sports orientated respondents (X= 4.90) and both 
somewhat sports orientated (X= 4.27) and not sports orientated respondents (X= 
4. 1 4) towards alcohol sports sponsorship, as the p value is 0.00. Respondents who 
are highly sports orientated (X= 4.32) show a greater concern for some element of 
control to be imposed on alcohol sports sponsorship than somewhat (X= 3.39) and 
not sports orientated respondents (X= 3.42) these results are significant with a p 
value of 0.00 (indicating significant differences in one or more of the means of sports 
orientation). 
Table 8 
AN OVA and Post Hoc (Scheffe) analysis of differences between sports orientated 
and non-sports orientated people perceptions towards alcohol sponsorship support 
and alcohol sponsorship control 
Not-Sports Somewhat Highly Sports Post Hoc 
Orientated Orientated Orientated (Scheffe) 
Support (n=69) (n=69) (n=68) 
4. 1 4  ( 1 . 12) 4.27 ( 1 . 1 5) 4.90 ( 1 . 1 2) 3 > 1 ,  2 
Control (n=69) (n=70) (n=69) 
3.42 ( 1 .48) 3.39 ( 1 . 13) 4.32 (1 .04) 3 > 1 ,  2 
[Note: Mean figures reported with standard deviation in brackets] 
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The results show that the alternative hypothesis is substantiated (i.e. the null 
hypothesis is rejected) that there is a significant difference between perceptions of 
alcohol sports sponsorship held by sports orientated and non-sports orientated 
people, as the p value is 0.00 for both support and control. Highly sports orientated 
respondents support alcohol sports sponsorship and are not in favour of controlling 
alcohol sponsorship. 
The mean scores are reported for the two factors support and control throughout the 
majority of statistical analysis. When reading the statistical figures for factor 1 scores 
greater than four demonstrate that respondents' are supporting alcohol sports 
sponsorship. When reading the statistical figures for factor 2 scores less than four 
demonstrate that respondents are in favour of controlling alcohol sports sponsorship. 
Sports Participation and views on Alcohol Sports Sponsorship 
T-tests were used to investigate the perceptions held by those respondents playing 
sport towards alcohol sports sponsorship. Table 9 shows statistically significant 
difference (p <0.05) amongst respondents when examining possible controls for 
alcohol sports sponsorship. People who do not play sport show moderate but low 
favour (X= 3.47; p = 0.03) towards controlling alcohol sponsorship through warning 
labels on alcohol products. 
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Table 9 
Perceptions towards alcohol sports sponsorship held by respondents who play sport 
Support Playing sport 
Not playing sport 
Control Playing sport 
Not playing sport 
X(SD) 
4.52 (1. 16) 
4.31 ( 1. 18) 
3.87 ( 1.28) 
3.47 ( 1.30) 
t df p-value 
1.24 204 NS >0.05 
2.20 206 0.03 
Other Sports Involvement and Views on Alcoh61 Sports Sponsorship 
T-tests were used to investigate the views on alcohol sports sponsorship held by 
people who are associated with sport in a capacity other than a player, such as a 
spectator, coach, official or a committee member. A t-test was conducted on the 
average score of the six statements that determined the respondents' overall views on 
alcohol sponsorship. The findings in Table 10 show no statistically significant 
differences between those respondents with sports association and no association. 
While there is no statistically significance the results show some descriptive 
differences that need further exploration. Those associated with sport (X= 4.63) show 
a slightly higher support for alcohol sponsorship in sport than respondents not 
associated with sport (X= 4.38). People who are not associated with sport (X= 3.67) 
appear to favour controls for alcohol sponsorship through warning labels on alcohol 
products. 
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Table 10 
Perceptions towards alcohol sports sponsorship and association with sport 
Support 
Control 
Associated sport 
Not associated sport 
Associated sport 
Not associated sport 
X(SD) 
4.63 ( 1.23) 
4.38 ( 1. 16) 
t df p-value 
1. 12 202 NS >0.05 
3.85 (1.41) 0.75 204 NS >0.05 
3.67 ( 1.28) 
Family Involvement and views on Alcohol Sports Sponsorship 
People with immediate family members in sport (e.g. parents, children and siblings) 
have a more positive view on alcohol sponsorship in sport. The t-test results only 
show a statistically significant difference between people with immediate family 
members involved in sport and those without immediate family members involved in 
sport when supporting alcohol sports sponsorship. 
Results in Table 11 show statistically significant difference in views held by people 
with immediate family members in sport as they show a slightly stronger support for 
alcohol sponsorship in sport (X= 4.58; p = 0.03 one-way) compared to respondents 
with no immediate family members involved in sport (X= 4.26; p = 0.03 one-way). 
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Table 1 1  
Views on alcohol sports sponsorship and family involvement in sport 
X(SD) t df p-value 
Support Immediate family 4.58 ( 1 . 1 9) 1 .95 204 0.03 ( I-way) 
No immediate family 4.26 ( 1 . 14) 
Control Immediate family 3.80 (1 .30) 1 .06 206 NS >0.05 
No immediate family 3.60 (1 .30) 
The results show at a 90 percent significance level ( one-way) that the alternative 
hypothesis is substantiated (i.e. the null hypothesis is rejected), as the p value is 0.03. 
This shows a significant difference between perceptions of alcohol sports 
sponsorship held by individuals who have immediate family members involved in 
sport. Respondents with immediate family members involved in sport are more likely 
to support alcohol sports sponsorship than those with no immediate family members 
involved in sport. 
Further t-test analyses were conducted to determine if any specific group of family 
members - parents, children and siblings who are involved in sport - were more 
likely to be associated with the respondents' views towards alcohol sponsorship in 
sport. 
It was found that all respondents with any immediate family members (parents, 
children, siblings and spouses) involved in sport supported alcohol sponsorship in 
sport (Table 1 2). There is a statistically significant difference between support levels 
for alcohol sponsorship in sport by respondents who have parents involved in sport 
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(X= 4.78; p = 0.03) compared to those with siblings involved in sport (X= 4.59; p = 
0.05 one-way). Respondents with parents and siblings involved in sport are more 
likely to support alcohol sports sponsorship than respondents with no parents or 
siblings involved in sport. 
There are no statistically significant differences in levels of support towards alcohol 
sports sponsorship when children are involved in sport. However, there are 
descriptive differences that identify areas for future exploration. Respondents with 
children involved in sport appear to support alcohol sports sponsorship (X= 4.67). 
This could be due to the age of university students in the study population, few of 
whom could be expected to have children involved in sport. 
There are statistically significant results for respondents who have parents involved 
in sport (X= 4.09; p = 0.03) and respondents with siblings involved in sport (X= 
3.91; p = 0.05) have a more neutral view towards the control of alcohol sports 
sponsorship. The standard deviations are relatively low suggesting a moderate 
agreement among respondents. 
Respondents with no siblings involved in sport (X= 3.56; p = 0.05) have a slightly 
stronger view that there should be control of alcohol sports sponsorship compared to 
respondents who do not have parents involved in sport (X= 3.61; p = 0.03). The 
mean figures, along with low standard deviations suggest that respondents are in 
favour of controls for alcohol sports sponsorship. 
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While not statistically significant there are noticeable descriptive differences for 
those with children involved in sport (X= 2.58) as respondents show strong favour 
for controlling alcohol sports sponsorship. The standard deviation suggests a 
relatively strong agreement amongst the respondents. These views could be explored 
in further research on perceptions and effects of alcohol sponsorship in sport. 
Table 12 
Perceptions of alcohol sports sponsorship held by people with parents, children and 
siblings involved in sport for alcohol sponsorship support and alcohol sponsorship 
control 
(N) X(SD) t df p-value 
Support Parents involved ( 42) 4.78 ( 1 .30) 2. 1 5  204 0.03 
No parents involved ( 164) 4.35 ( 1 . 1 3) 
Children involved (8) 4.67 (0.78) 0.57 204 NS >0.05 
No children involved ( 1 98) 4.42 ( 1 . 19) 
Siblings involved (87) 4.59 ( 1 .26) 1 .68 204 0.09 
No siblings involved ( 1 19) 4.32 ( 1 .09) 
Control Parents involved ( 42) 4.09 ( 1 .38) 2. 14  206 0.03 
No parents involved ( 166) 3 .61  ( 1 .27) 
Children involved (8) 2.58 ( 1 .49) -2.52 206 NS >0.05 
No children involved (200) 3 .75 ( 1 .28) 
Siblings involved (88) 3 .9 1  0 :26) 1 .97 206 0.05 
No siblings involved ( 120) 3 .56 ( 1 .3 1 )  
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Alcohol Consumption Behaviour Associated with Sports Participation and 
Viewing 
Respondents who consume alcohol more frequently whilst viewing and/or after 
participation in sport show greater support for alcohol sports sponsorship (Table 13). 
The mean differences are significant (p value = 0.00) between respondents who 
consume alcohol often whilst viewing and/or after participation (X= 5 .08) over those 
who consume alcohol sometimes (X= 4.65) and respondents who never consume 
alcohol X= (3.91). Low standard deviations suggest there was a moderate agreement 
between each group. 
Respondents who never consume alcohol at events (X= 3.30) demonstrated a slightly 
higher level of agreement for controlling alcohol sports sponsorship than respondents 
who sometimes consume alcohol (X= 3.78). People who consume alcohol sometimes 
or always during and after sporting events have a slight agreement for not controlling 
alcohol sports sponsorship (X= 4.47). The standard deviation (1.12) suggests a 
moderate level of agreement between respondents. These figures are statistically 
significant between all three groups with a p value 0.00. 
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Table 13 
Perceptions of people consuming alcohol whilst viewing and/or after participation in 
sport for alcohol sponsorship support and alcohol sponsorship control 
Never Sometimes Often Post Hoc 
(Scheffe) 
'Alcohol Support (n=76) (n=99) (n=30) 
Consumption' 3 .9 1 ( 1 . 1 3) 4.65(1 .06) 5 .08( 1 . 1 5) 3, 2 > 1  
Control (n=78) (n=99) (n=30) 
3.30(1 .20) 3 .78(1 .32) 4.47( 1 . 1 2) 3, 2 > l  
[Note: Respondents who answered always were combined with often for analytical purposes. 
Mean figures reported with standard deviations in brackets.] 
The alternative hypothesis is substantiated (i.e. the null hypothesis is rejected), as the 
p value is 0.00. Therefore there is a significant difference between perceptions of 
alcohol sports sponsorship held by people who do and do not consume alcohol whilst 
viewing sporting events. 
Those respondents who consider alcohol often as a major component of the 'social 
sporting experience' show a greater support for alcohol sports sponsorship (Table 
14). There is a direct and significant (p = 0.00) relationship between alcohol 
consumption as part of the social experience and support (or control) towards alcohol 
sports sponsorship. More frequent consumption and a stronger belief that alcohol is 
part of the social experience, often part of the experience (X= 5.2 1 )  and sometimes 
part of the experience (X= 4.72) is associated with a stronger support for alcohol 
sports sponsorship. The standard deviation is very low suggesting a strong agreement 
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between respondents. This suggests those who enjoy alcohol and sport together are 
more accepting of alcohol sponsorship in sport. 
Again respondents who consume alcohol often (X= 4.33) as it enhances the social 
sporting experience were somewhat opposed to the control of alcohol sports 
sponsorship. Those who never consume alcohol as part of the social experience (X= 
3 .34) show a moderate agreement towards some form of control or warning labels on 
alcoholic beverages. These figures are significant (p = 0.01). The standard deviations 
are relatively low suggesting a moderate agreement between the respondents. 
Table 14 
Perceptions of alcohol sponsorship if alcohol enhances the 'social sporting 
experience ' for alcohol sponsorship support and alcohol sponsorship control 
Never Sometimes Often Post Hoc 
(Scheffe) 
'Social Sporting 
Experience' Support (n=90) (n=94) (n=2 1 )  
3 .94 ( 1 . 1 9) 4.72(0.97) 5 .2 1 ( 1 . 12) 3,  2 >1 
Control (n=9 1 )  (n=95) (n=2 1) 
3 .34(1 .24) 3 .90(1 .27) 4.33(1 .30) 3, 2 >1  
[Note: Respondents who answered always were combined with often for analytical purposes. 
Mean figures reported with standard deviations in brackets.] 
Respondents who listen to sport on the radio or view sport on television or are 
spectators at live events have a greater support for alcohol sponsorship in sport 
(Table 15). There are significant differences (p = 0.04 one-way) between support 
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levels shown for alcohol sports sponsorship by participants who spectate sports (X= 
4.50) over non-spectators (X= 4. 13). These findings suggest that although some 
respondents may not participate in sport, they do spectate sport and show support for 
alcohol sports sponsorship. 
Non-spectators (X= 3. 18) also showed more agreement for controlling alcohol sports 
sponsorship than spectators (X= 3.83). The figures are statistically significant (p = 
0.005). 
Table 15 
Perceptions of alcohol sports sponsorship and sport spectating held by respondents 
for alcohol sponsorship support and alcohol sponsorship control 
Support 
Control 
Spectators 
Non spectators 
Spectators 
Non spectators 
X(SD) t df p-value 
4.50 (1. 15) 1.82 204 0.04 (one-way) 
4. 13 ( 1.23) 
3.83 ( 1.25) 2.86 206 0.005 (2-tailed) 
3. 18 (1.40) 
Approximately one third of respondents did not consume alcohol while viewing sport 
or after participation in sport (24.8%). Female respondents indicated that they were 
most likely not to consume alcohol while viewing, during or after participating in 
sport (18.8%). Table 16 shows that the alcohol products reported more frequently to 
be consumed whilst viewing and/or after participation are full-strength beer (23.3%) 
and pre-mixed (ready to drink) beverages ( 17.7%). Male respondents reported a 
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higher preference for full-strength beer (15.8%) and a moderate preference for 
spirits. Females showed a higher preference for pre-mixed (ready to drink) beverages 
(18.4%) and a moderate preference for both full strength beer and wine. These 
findings are consistent with the literature. 
Table 16 
Alcohol products most likely to be consumed whilst viewing and/or after 
participation in sport for males and females 
N Total % Male % Female % 
Light Beer 11  4. 1 1. 1 3 
Mid-strength Beer 2 1  7.9 4. 1 3.8 
Full-strength Beer 62 23.3 15.8 7.5 
Wine 23 8.7 1.5 7.2 
Pre-mixed (ready to drink) 47 17.7 3.4 14.3 
Spirits 36 13.5 7. 1 6.4 
None 66 24.8 6 18.8 
Total 266* 100% 39% 6 1% 
[Note: *Respondents were able to choose more than one drink] 
Overall Appropriateness of Alcohol Sports Sponsorship for Respondents 
Playing in Different Individual Sporting Groups 
T-tests were used to determine if any differences existed between support levels for 
alcohol sponsorship by respondents who played or were associated with specific 
individual groups of sport. Only specific categories were included as other categories 
had an insufficient number ofrespondents in each cell to conduct data analysis. 
Sports were classified according to a 'Classification of sports: based on peak 
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dynamic and static components during competition' (Haskwell et al., 1999). The 
matrix of each group and sport are included as Appendix D. 
Appendix E displays the figures for each individual sporting groups, when 
examining support and possible controls for alcohol sports sponsorship. The 
beginning of this section discusses the views of respondents who participate in a 
specific sports category, followed by an explanation on views held by respondents 
who are associated with a specific sports category. 
Participants in Golf and Cricket 
Respondents who participated in low static and low dynamic sports such as golf and 
cricket show greater support for alcohol sponsorship in sport. There is a significant 
difference (p = 0.003) between support levels of alcohol sponsorship in sport by 
participants involved in sport (5.27) compared to those non-participants (4.36). Non­
participants (3.64) showed greater agreement for controlling alcohol sports 
sponsorship than participants who disagreed with control for alcohol sponsorship 
(4.44). These figures are significant (p = 0.02). 
Participants in Basketball, Netball and Australian Football 
Respondents who participated in moderate static and high dynamic, sports such as 
basketball, netball and Australian Football, were more supportive of alcohol 
sponsorship in sport. Support for alcohol sponsorship is stronger for participants 
involved in sport (4.67) than for non-participants (4.33). These figures are significant 
(p = 0.03 one-way). Non-participants (3.59) tended to favour controlling alcohol 
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sponsorship, where as participants (3.97) were neutral in their response. These 
figures are significant (p = 0.05). 
Respondents associated with Basketball, Netball and Australian Rules Football 
Respondents who were associated with moderate static and high dynamic sports such 
as basketball, netball and Australian Football show more support for alcohol sports 
sponsorship (5.00) than respondents who are not associated with sport (4.37). These 
figures are significant (p = 0.04). This was the only group that showed statistically 
significant results when associated with a specific sports category. 
Appropriateness of Alcohol Sponsors in Specific Sports 
Respondents were presented with a list of five sports and asked to rate to what extent 
they agreed or disagreed that alcohol sponsors are suitable sponsors for these sports. 
The question was phrased in a negative frame and the scale was then reversed for 
analysis. It was assumed that respondents understood the context in which the 
question was framed. However it is possible that there may have been some 
ambiguity about the way to answer on the Likert-type scale. This may have affected 
the results, but they are reported according to responses. 
In addition to the five sports listed, respondents were able to add any other sports that 
they felt might be appropriate or inappropriate recipients of alcohol sports 
sponsorship. Several other sports were recorded, however only sports with five or 
more respondents are included in the analysis. Table 1 7  shows the results. 
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Motor racing (X= 4.03) was the sport for which respondents thought alcohol 
companies/products were not suitable sponsors. It is possible that respondents made 
the connection to drink driving: currently a topical social issue for younger people. 
Relatively high standard deviations in Table 1 7  suggest more diverse views held by 
the respondents about which sports should not be associated with alcohol 
sponsorship. These results suggest that respondents felt strongly one way or the other 
about mixing alcohol sponsorship with certain sports, and that the topic is open for 
wide debate within the community. 
Table 1 7  
Appropriateness of alcohol sponsorship to selected sports 
Number of Mean Standard 
Respondents Deviation 
Motor racing 208 4.03 2 . 10 
AFL 208 3.96 2.00 
Rugby 203 3.91 1 .99 
Soccer 208 3.81 1 .84 
Waters sports 208 3.50 1 .95 
Cricket 1 8  4.00 2.47 
Basketball 12 3.92 1 .98 
Tennis 10 2.40 1 .5 8  
Netball 7 3 . 14 2. 19  
Hockey 5 5.20 4.24 
Some respondents in this study indicated that all sports were inappropriate candidates 
for alcohol sponsorship. This is an issue that could be explored in the future by 
identifying the reasons why people believe alcohol sponsorship is inappropriate for 
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all sports. Open-ended questions may gain more qualitative data to understand this 
issue. 
Recal l  of Alcohol Sponsored Sports 
Respondents were asked to recall a sport that was sponsored by alcohol companies. 
The respondents were aware of many different sports with alcohol sponsorship and 
they were able to cite the companies or products that sponsor each sport and the 
sports recalled are shown in Figure 4. Australian Football was the most widely 
recognised sport that is sponsored by Carlton Mid-strength beer, followed by Rugby 
Union sponsored by Bundaberg Rum and Cricket sponsored by Carlton and United 
Breweries. These sponsors are high profile companies with extensive budgets and 
they have associated themselves with high profile sports, with prominent support 
from the public. 
Go� 
8% 
Rugby League 
9% 
Figure 4 - Recall of Alcohol Sponsored Sports 
90 
Surf LWe Saving 
1% 
Rugby Union 
21% 
Australian Football 
30% 
Reasons For and Against Alcohol Sports Sponsorship 
Respondents were asked to provide specific reasons why they thought alcohol sports 
sponsorship was appropriate or inappropriate to these sports. Seven themes were 
established to categorise the responses provided. Each individual comment was 
grouped into a theme. The main themes were sorted into those for and against 
alcohol sponsorship. A percentage of respondents' reasons were calculated to show 
what proportion of respondents had views under the themes. 
Table 18 presents the issues for and against alcohol sports sponsorship. They are 
grouped according to positive and negative interpretation and they are presented in a 
decreasing number of responses for each theme. N represents negative responses and 
P represents positive responses. 
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Table 18 
Specific reasons why respondents thought alcohol sports sponsorship was appropriate or inappropriate, categorised into themes 
Unhealthy (N) 
<32.6%) 
Drugs 
- Sport should always be seen 
without drugs 
- Drugs and sport do not mix 
- Encourages underage and 
excessive consumption 
Body Effects 
- Alcohol makes the mind 
unclear which can lead to 
irresponsible behaviour 
- Alcohol causes motor skill 
problems that hinder sport 
Sport 
Social (P) 
(20.3%) 
Personal Choice 
- Shouldn't matter who the 
sponsor is, drinking is a 
personal choice 
- Although I don't consume 
alcohol others enjoy it 
Enjoyment 
- People enjoy a drink at 
the game 
- For socialising 
- Nothing better than a cold 
beer after the game 
- Sport and alcohol are both 
pleasurable 
Funding (P) 
{15 3%) 
Money 
- Provides essential 
sponsorship to sport 
- Small clubs need 
the financial 
assistance to survive 
Crowds 
- Draws large crowds 
to the games 
- Its totally unrelated but 
increases viewers numbers 
Morals (N) 
{l3.9%) 
Minors 
- Shouldn't be allowed as they are 
advertising to the general public (minors) 
- Depends on what sport and the age group/ 
audience participating or watching it 
- It is not setting a good example 
- It is bad as stars are role models for young 
players and they are endorsing alcohol 
products that may encourage minors 
Ethics 
- Mother of all hypocrisy in western society 
- Sponsors downplay problems related to alcohol 
- Alcohol sponsors are morally inappropriate 
in most cases 
- Sport is for fitness and alcohol 
is unhealthy 
- Don't need alcohol to enjoy sport - It is the organiser's responsibility to provide 
- Alcohol and sport should be 
discouraged 
Not Harmful 
- Not harmful if people 
drink responsibly 
- Not bad as serious athletes know sport 
and alcohol do not mix 
Advertising (P) 
3.6% 
Effective time 
- Target market generally view sporting events 
- Product doesn't have to be relevant to sponsor sport 
- Needed to improve advertisement effects 
- It's simple where there is alcohol anything will sell especially sport 
Miscellaneous 
5.6% 
Supply 
a morally acceptable event 
Irresponsible 
- May encourage irresponsible behaviour 
- Alcohol sponsorship creates the wrong 
impression to sports enthusiasts 
- If tobacco is not allowed why should 
alcohol be accepted 
- Should supply a limited amount alcohol to encourage responsible drinking 
No relation 
- No relation between sport and alcohol. 
-Not concerned 
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I rad1bon (P) 
(8 7%) 
Culture 
- People associate beer & 
sport as part of culture 
- People will drink at sport 
events regardless of 
sponsor 
Association 
-Alcohol and sport are 
closely associated 
- Some sports are heavily 
associated with alcohol 
Social Issues Encouraged by Alcohol Sports Sponsorship 
Table 19 reports the positive or negative social issues that respondents identified as 
encouraged or associated with alcohol sports sponsorship. Respondents agreed that 
group socialisation (X= 5.26) was the most positive social issue encouraged by 
alcohol sports sponsorship, with the lowest standard deviation (S.D.= 1.35) showing 
a moderately strong level of agreement among respondents. Positive health and 
wellbeing (X= 3.08) had a mean score lower than the midpoint suggesting that 
respondents do not link alcohol sports sponsorship and positive health or wellbeing. 
This is a theme consistent with respondents' views in the appropriateness of alcohol 
sponsorship, in that sport linked to health and alcohol consumption is an unhealthy 
practice. However, respondents also indicated that alcohol consumption in 
moderation could be beneficial to health. 
The negative social behaviours that respondents indicated that alcohol sports 
sponsorship may encourage included excessive consumption (X= 4.92), underage 
drinking (X= 4.46) and drink driving (X= 4.35) (Table 19). These negative social 
issues appear to be associated with immediate outcomes as a consequence of alcohol 
consumption. These concerns are similar to those that were outlined in the study 
conducted by Snow (1999). The standard deviations are relatively consistent, 
suggesting a moderate level of agreement among respondents. Respondents did not 
feel that depression or domestic violence are encouraged or associated with alcohol 
sports sponsorship. However these issues could be considered more long-term 
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outcomes related to alcohol substance abuse, which may (or may not) be beyond the 
experience of the younger respondents. 
Table 19 
Positive and Negative Social Issues that may be encouraged by 
alcohol related sports sponsorship 
Standard 
N Mean Deviation 
Group Socialisation 208 5.26 1 .35  
Excessive Consumption 208 4.92 1 .57 
Friendship 207 4.68 1 .55 
Underage Drinking 209 4.46 1 .73 
Drink Driving 209 4.35 1 .7 1  
Depression 206 3 .5 1 1 .55 
Domestic Violence 209 3 .47 1 .73 
Positive health/wellbeing 206 3 .08 1 .50 
Respondents were given an opportunity to provide additional positive or negative 
social issues they thought may be related to or influenced by alcohol sports 
sponsorship (Table 20). Four main themes were created from the additional 
responses. The majority of responses related to violence, between either spectators or 
players and domestic violence reflected in approximately 44 percent of the additional 
responses. Respondents provided additional social issues relating to health, social 
settings, and the positive and negative effects alcohol sponsorship can have on sport. 
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Table 20 
Additional social behaviours that may be encouraged by alcohol sports sponsorship 
categorised into themes 
Violence 
Manliness 
- Aggression 
- Mob Behaviour 
Neglect 
- To spouse 
- To own and others 
children 
Health Social 
Immediate Concern Relax 
- Underage sex 
- Drink driving 
- Over consumption 
Long-term Concern 
- Addiction to alcohol 
- Exposure to heavier 
drugs 
- Increases attitudes 
towards overall alcohol 
acceptance 
- Time out 
- Celebrations 
Patterns within the Demographic Profile 
Sport 
Positive 
- Gets more 
people involved 
- Enhances the 
sporting 
experience if 
consumed 
responsibly 
Negative 
- Performance 
affected if 
hung over 
- Sport should 
promote health 
but it is mostly 
associated with 
alcohol 
This section explored the relationship between selected demographic characteristics, 
gender, age, language group, income and faculty. 
Gender 
Table 21 demonstrates a significant difference exists in support and control levels 
towards alcohol sponsorship in sport and between males and females. Males show a 
greater support for alcohol sports sponsorship (X= 4.85) than females (X= 4. 19). 
These figures are significant (p = 0.00). Females (X= 3.56) favoured controlling 
alcohol sponsorship. These figures are significant with a p value 0.04. 
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Table 21 
Perceptions held by males and females supporting/or alcohol sponsorship support 
and alcohol sponsorship control 
Gender X(SD) t df p-value 
Support Males 4.85 (1.14) 4.00 204 0.00 
Females 4.19 (1.10) 
Control Males 3.96 (1.27) 2.12 206 0.04 
Females 3.56 (1.30) 
Age 
A t-test was conducted on the age of the respondents and their views towards 
supporting and controlling alcohol sponsorship (Table 22). Only two age group 
categories were used - 18-25 and 26-55+. There was a limited number of 
respondents in some age groups so they were combined into a new category 26-55+ 
for the purpose of data analysis. The younger 18-25 year old students (X= 3.80) 
show a low agreement for controlling alcohol sports sponsorship and older students 
aged 26-55+ showed stronger agreement (X= 3.27) for control. These figures are 
significant with a p value 0.02. Relatively low standard deviations suggest moderate 
levels of agreement among respective respondents. 
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Table 22 
Perceptions held by different age groups for alcohol sponsorship support and 
alcohol sponsorship control 
Age 
Support 18-25 
26-55+ 
Control 18-25 
26-55+ 
Language 
X(SD) 
4.39 (1 .18) 
4.61 (1 .14) 
3.80 (1 .25) 
3.27 (1 .44) 
t df p-value 
-1 .03 204 NS >0.05 
2.30 206 0.02 
There are significant differences between views about controlling alcohol sports 
sponsorship held by students who speak English as their main language at home (X= 
3.76) and students who speak other languages at home (X= 3.33) (Table 23). Non­
English speaking respondents are in favour of controlling alcohol sports sponsorship. 
English speaking respondents appear to be more neutral showing a slight agreement 
towards control. These figures are significant as the p value is 0.05 ( one-way). This 
may suggest that students from Non-English speaking backgrounds may not have 
had as much exposure to or free access to alcohol as those students from English 
speaking backgrounds, particularly some Asian and other cultures and different 
religious groups that do not associate alcohol with their traditional culture. 
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Table 23 
Perceptions held by students speaking English as their main language at home for 
alcohol sponsorship support and alcohol sponsorship control 
Language 
Support English 
Non-English 
Control English 
Non-English 
Income 
X(SD) 
4.50 (1. 13) 
4.05 (1.37) 
3.76 (1.33) 
3.33 ( 1.05) 
t df p-value 
1.92 202 NS >0.05 
1.63 204 0.05 
(one-way) 
Although figures are not significantly different for perceptions held by respondents 
with different incomes and alcohol sports sponsorship, those with a higher income 
showed a stronger support for alcohol sponsorship (Table 24). These results are 
skewed as the majority of respondents are in the $0 -$14,999 income bracket 
showing less support for alcohol sponsorship. The skewed figures are explained by 
the focused sample of university students. Relatively low standard deviations suggest 
a moderate level of agreement between respondents. 
Respondents in the higher income bracket $25,000-$55,000+ (X= 3.51) show a 
stronger agreement for controlling alcohol sports sponsorship over respondents in the 
low-income bracket $0-$14,999 (X= 3.71). 
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Table 24 
Perceptions held by respondents with different incomes for alcohol sponsorship 
support and alcohol sponsorship control 
X(SD) X(SD) X(SD) Post Hoc 
$0-$14,999 $ 1 5,000-$24,999 $25,000-$5 5,000+ (Scheffe) 
Support (n=148) (n=40) (n= 1 6) 
4.30 ( 1 . 1 6) 4.78 ( 1 . 1 7) 4.77 ( 1 . 1 6) 2, 3 > 1 
Control (n= 149) (n=40) (n= l 7) 
3 .71 ( 1 .27) 3 .88 ( 1 .28) 3.5 1 ( 1 .44) 2 > 1 ,  3 
Faculty Base 
Table 25 shows that significant differences exist between respondents' views 
towards controlling alcohol sports sponsorship. The mean differences are significant 
with a p value 0.00. Students from the Business and Public Management faculty (X= 
4.06) favour less control than students from the Faculty of Computing, Health and 
Science (X= 3.57) and respondents from the Community Services, Education and 
Social Science students (X= 3 . 19). Community Services, Education and Social 
Science Faculty consists of numerous psychology and youth work students whose 
courses of study introduce them to the effects of alcohol consumption at a 
professional level. 
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Table 25 
Perceptions held by respondents from different faculties for alcohol sponsorship 
support and alcohol sponsorship control 
X(SD) X(SD) X(SD) X(SD) 
Business and Community Services Computing, Communications 
Public Education and Health and and Creative Post Hoc 
Management Social Science Science Industries (Scheffe) 
BPM CSESS CHS CCI 
Support (n=98) (n=57) (n=45) (n=3) 
4.63 ( 1 .2 1 )  4.28 ( 1 . 1 1 )  4.2 1 ( 1 . 1 7) 4. 1 1 ( 1 .07) 1 > 2, 3 ,  4 
Control (n= I OO) (n=57) (n=45) (n=3)  
4.06 ( 1 .22) 3 . 1 9 ( 1 .28) 3 .57 ( 1 .30) 4 . 1 1 ( 1 .07) 4 > l  > 2, 3 
Possible Changes to Government Policy or Legislation 
Respondents were asked to evaluate to what extent they thought possible changes in 
government policy or legislation should be made for alcohol sports sponsorship. 
Respondents were generally neutral in their responses for possible changes to be 
made to government policy (X= 4. 14) and legislation (X= 4.09). The standard 
deviations were very close and reasonably high for government policy being (SD= 
1.65) and legislation (SD= 1.67) suggesting a lower level of agreement between 
respondents. It is possible that respondents were unsure of the differences between 
government policy and legislative changes or the effects they would have on alcohol 
sports sponsorship. 
Correlation analysis was conducted to determine whether people believed possible 
changes to government policy or legalisation should be made for alcohol sports 
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sponsorship. The results showed a high correlation between government policy and 
legal restriction (r= 0.87, significant 0.01 ,  two-tailed). This strong correlation shows 
respondents believe that changes to both legislation and government policy would 
have similar outcomes for alcohol sports sponsorship. 
Multiple regression analysis was conducted on respondents' overall views towards 
possible changes to government policy to restrict alcohol sports sponsorship and 
respondents' views based on the factor analysis from the six statements. 
Overall (y) = a (constant) + bl support (xl)  + b2 control (x2) 
In this case adjusted R squared = 0.33. B l = -0. 1 7 1 and B2 = -0.499. Favour shown 
for not introducing controls on alcohol sports sponsorship is significant (p value 
0.0 1 )  and favour shown for controlling alcohol sports sponsorship is also significant 
(p value 0.001) .  This suggests that respondents would like more focus to be placed 
on the management of alcohol sports sponsorship but not through restrictive 
legislation. Management plans could include the introduction of warning labels on 
alcohol products that warn consumers of the different effects alcohol could have on 
the body. 
Chapter Summary 
This chapter presented and discussed the results and findings for this study. It 
discussed the response rate from the questionnaire and provided a demographic 
profile of the sample. It presented an overall perception held by respondents towards 
alcohol sports sponsorship based on sports orientation categories - highly sports 
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orientated, somewhat sports orientated and not sports orientated groups. Analysis 
was conducted to determine if people who consume alcohol whilst viewing sport 
and/or after participation in sport held different views towards alcohol sports 
sponsorship. It also examined the most popular types of alcohol being consumed at 
sporting events. 
The chapter also addressed the appropriateness of alcohol sponsorship for individual 
sports by alcohol companies. It explored the respondents' ability to recall alcohol­
sponsored sports and reported sports that were most frequently recognised. A 
principal-component factor analysis was conducted, and the resulting factors support 
and control, were used in the majority of analysis to test respondents' overall views 
on alcohol sports sponsorship. 
Theme and content analysis was used to categorise reasons for and against alcohol 
sports sponsorship as well as social issues that might be encouraged or influenced by 
alcohol sports sponsorship. The demographic profile was tested to determine if any 
patterns exist within certain groups and their views towards alcohol sports 
sponsorship. The chapter concludes with respondents' thoughts about controlling 
alcohol sports sponsorship through possible changes to government policy or 
legislation. The next chapter presents the summary and conclusions of the study and 
suggests recommendations for further research. 
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Chapter 5 - Conclusions and Recommendations 
Introduction 
This chapter is an overview of the study that explored university student perceptions 
of alcohol sports sponsorship. It examines different patterns that are evident from the 
results and findings and links to current relevant literature. The findings are related to 
the research questions. The discussion reports the different views that were identified 
between sports orientated and non-sports orientated respondents, social issues 
surrounding alcohol sponsorship and the appropriateness of alcohol sponsorship for 
some sports. It also explores if personal consumption of alcohol affects respondents' 
perceptions of alcohol sports sponsorship, how demographic characteristics affected 
respondents' opinions and views towards alcohol sports sponsorship. This chapter 
also offers recommendations for further research and the limitations for the study are 
included as Appendix F. 
Purpose of the Study 
The main purpose of this study was to examine the perceptions of alcohol sports 
sponsorship held by Edith Cowan University students. It compares perceptions 
according to sports orientation. This study identified five groups that are closely 
associated with alcohol sponsorship, the general public, sport sponsors, the health 
lobby, government and sport organisations. This study focuses on the general public 
and their perceptions of alcohol sports sponsorship. 
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Research Questions 
The research questions were based on several topics that were identified by previous 
research conducted in the Unites States. This study concentrated on addressing these 
issues in an Australian context. The study focuses on five main areas and each 
research question is addressed individually throughout this chapter, showing the 
findings and any patterns that relate to relevant literature. 
1 .  Is there a difference in views between sports orientated people, somewhat 
sports orientated people and non-sports orientated people towards alcohol 
sports sponsorship? 
Research question one explored the views of people who were involved in sport on 
different levels. A filter question was included in the questionnaire to ensure there 
was an equal number of respondents in the three different categories of not sports 
orientated, somewhat sports orientated and highly sports orientated. This was to 
ensure a broader perspective was gained on alcohol sports sponsorship. 
Sports Orientation 
The level of sports orientation for individual respondents was determined to gain a 
wide range of responses about alcohol sports sponsorship from people who are or are 
not associated with sport. Overall, respondents anywhere along the sports orientation 
continuum supported alcohol sponsorship. Respondents with a higher sports 
orientation show greater support for alcohol sponsorship. All respondents showed 
support for alcohol sponsorship, as it has been a part of sport for many years. They 
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identified sponsorship as a source of essential financial assistance for the survival of 
many clubs and believed that if the sponsorship was withdrawn from sport the 
service provided by many sporting organisations would be negatively affected. 
A possible explanation of this positive view is that respondents who are highly sports 
orientated are more familiar with the benefits that sponsorship brings to sport. 
Respondents could be seen to be in favour of receiving these benefits both as an 
individual and at a club or organisational level in the future. These benefits could be 
jeopardised if controls were introduced or sponsorship was removed. McDaniel et al. 
(2001 )  found it was a general belief that alcohol sponsors potentially lowered the 
price of tickets and membership costs, as a proportion of the costs are subsidised by 
sponsor's contributions. Respondents' views from this present study are consistent 
with the findings of McDaniel et al. (2001). 
Respondents who are less or not sports orientated favoured controlling alcohol sports 
sponsorship. This was determined based on responses to statements addressing: 
banning of alcohol sponsorship in a similar way to tobacco sponsorship bans; alcohol 
and unacceptable social behaviour of elite athletes off the sporting field; and whether 
alcohol companies should provide health warnings on alcohol products. Respondents 
did not want to ban alcohol sponsorship but they appeared to favour a variety of 
different controls implemented to reduce the freedom that alcohol sponsors currently 
have in their sponsorship rights. 
Respondents provided specific reasons for and against alcohol sponsorship. 
Responses against alcohol sponsorship included the views that it is inappropriate as 
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all ages are permitted to watch sport and therefore younger viewers are exposed to 
alcohol companies and their products. Another concern of respondents may be that 
controls are required to encourage responsible drinking by elite athletes who endorse 
and promote alcohol products. These athletes are role models to members of the 
public - especially to aspiring young athletes - and their social behaviour or 
misconduct is constantly in the eye of the media. The irresponsible activities that 
some elite athletes are broadcast throughout Australia and may be mistaken by 
younger viewers as normal or socially acceptable behaviour. 
By encouraging sensible social behaviour from elite athletes, members of the public 
may be encouraged to drink more responsibly. As these elite athletes are high profile 
figures in Australian society, one might question their endorsement of alcohol 
products as they have the ability to influence everyday citizens' behaviour whilst 
fulfilling a sponsorship contract. In the United States of America some amateur and 
professional sporting clubs do not permit athletes to endorse tobacco or alcohol 
products (McDaniel & Mason, 1999). This could be a tactic for Australian sporting 
clubs to consider. 
Respondents supported the control of alcohol sponsorship through the introduction of 
warning labels that could be similar to those used on the packaging of tobacco 
products. Miller ( 1998) showed that warning labels on tobacco products were 
successful in discouraging tobacco use. Respondents were in favour of warning 
labels on alcohol products to warn of the different effects alcohol consumption can 
have on the body. These warnings could address the effects of mixing alcohol with 
other drugs (recreational or prescription) and excess consumption can have in the 
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body. This may discourage some binge drinking that is a prominent issue in society 
(Health Department of Western Australia, 1997). 
2. What are the main social issues raised for and against alcohol sponsorship 
within sport and the level of importance people place on them (for example, 
do specific sports and alcohol sponsorship raise any specific concerns for 
respondents)? 
Research question two investigated both negative and positive social issues that may 
be encouraged or associated with alcohol sports sponsorship. This was used to 
determine the concern respondents showed for different social issues. In addressing 
different social issues it determined what sports respondents thought may be 
inappropriate for sponsoring by alcohol companies and their products. 
Social Issues 
There are numerous positive and negative social issues relating to alcohol 
consumption. In this study respondents agreed that group socialisation and friendship 
were positive social issues associated with alcohol consumption. Pettigrew (2001a) 
discussed the link between alcohol and significant events including birthdays, 
general celebrations, sporting events and other social occasions as part of the 
Australian culture. Respondents also linked alcohol consumption and sport as a 
tradition that is a common weekend activity for many Australians. People use alcohol 
as a way of relaxing and removing themselves from their everyday stress. Improving 
euphoria is a short-term benefit of moderate alcohol consumption (Dufour, 1996). It 
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is medically proven that moderate consumption of alcohol has positive health effects 
in the long term against several heart conditions such as heart disease and strokes 
(Collins & Lapsley, 2002; Dufour, 1996). 
Negative social issues including excessive consumption, underage drinking and drink 
driving were also identified by respondents. These behaviours may be associated 
with social events at sporting clubs after matches as it is a common practice to 
consume alcohol after a match in some sport settings such as Rugby and AFL. This 
is similar to the findings from Snow's research (1999), that found that people were 
concerned firstly with the link between alcohol and drink driving, and secondly with 
underage consumption. In another study it was found that sports participants in 
Australia were more likely to consume unsafe amounts of alcohol than non-sports 
participants (Holman et al., 1997). In this study few ECU students said that they 
"always" consumed alcohol whilst viewing or after participating in sport. This 
response may challenge the findings of Holman et al. ( 1997). 
Excessive consumption was a negative social issue causing most concern among 
respondents due to its link with considerable social problems. Excessive 
consumption can affect a person's  mental state leading them to uncharacteristic 
behaviour (possibly attributing to involvement in other negative social behaviours) 
and it has also been linked family breakdown (Australian Institute of Health and 
Welfare, 2002). When under the influence of alcohol both males and females have 
the tendency to participate in risky behaviours resulting in injuries from falls, 
accidents and violence (Australian Institute of Health and Welfare, 2002). Excessive 
consumption over time can affect work productivity resulting in possible 
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unemployment, placing financial stress on the family (Room, 1997). Family income 
may also be spent on alcohol and not on essentials that are required by the family. 
All sports require sponsorship on some level to support their operations. However, 
specific products or companies may be considered inappropriate sponsors for 
specific sports. Respondents suggested that alcohol companies inappropriately 
sponsor motor sports. They obviously perceive the link with drink driving, a negative 
social issue previously mentioned. Drink driving can have tragic consequences in 
both injuries and death from motor vehicle accidents (Garretson & Burton, 1998; 
Pettigrew, 2001 b; Treise et al., 1999). Drinking at sporting events may lead to 
excessive consumption when celebrating a win or a loss. This may lead to people 
thinking they are okay to drive home when they are over the legal limit of 0.05. 
Respondents did not report water sports as an inappropriate candidate for alcohol 
sponsorship. This is surprising as previous research by Garretson and Burton ( 1998) 
linked excessive alcohol consumption with drowning and identified various safety 
risks that are closely linked with alcohol consumption and water related activities. 
Royal Life Saving Society Australia (Western Australia Branch) recently released a 
campaign promoting "Don't drink and drown". 
Depression was not recognised as a negative social issue related to alcohol 
consumption by respondents. This again is surprising as previous research by 
Crompton (1993), and Garretson and Burton (1998) linked depression with alcohol 
consumption. Depression is a problem that respondents may not identify with the 
immediate effects of alcohol consumption, not knowing that over an extended period 
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of time alcohol can contribute to depression. Depression may be a problem that is not 
widely recognised by the young age group of respondents. Creating a higher 
awareness of mental diseases within the community especially associated with 
alcohol, is a current objective ofHealthway (Healthway, 2004). 
Respondents had the opportunity to add additional social behaviours that they 
believed might be encouraged by alcohol sports sponsorship. The most common 
responses included health impacts, aggression between spectators and players, social 
reasons, neglect of spouse and children, and positive and negative effects for sport. 
Room ( 1997), Garretson and Burton (1998), Treise et al. ( 1999) and Pettigrew 
(2001b) addressed issues of unsafe sexual behaviour, violence, family breakdown, 
exposure to heavier drugs, criminal behaviour and physical and cognitive impairment 
in their respective studies. One social issue that was not mentioned by students in the 
present study were unsafe sexual practices and pregnancy risks; a prominent issue 
raised in literature. It is widely recognised that alcohol consumption is associated 
with numerous negative social issues and it is possible that there is an indirect link to 
alcohol sports sponsorship. 
3. Do demographic characteristics affect perceptions of alcohol sports 
sponsorship? 
Research question three was concerned with different demographic characteristics 
gender, age, income, faculty of study and main language spoken at home and the 
effect on respondents' overall views towards alcohol sports sponsorship. These 
1 1 0 
demographic characteristics showed different responses for supporting and 
controlling alcohol sports sponsorship. 
Demographics 
Gender 
Gender was a significant variable when investigating people's perceptions towards 
alcohol sponsorship in sport. Males showed greater support for alcohol sports 
sponsorship than female respondents. The strong association between males and 
alcohol reflects findings by Pettigrew (2001 b) that alcohol plays a more significant 
role in lives of men than it does for women. Drinking and sport may be considered as 
a ritual for many males. Therefore alcohol sponsorship may be associated with 
alcohol consumption. 
During the collection of data women appeared more supportive, helping a fellow 
student complete a research project. Respondents were also supportive of the study 
when they were made aware that it was for an Honours project not just a class 
project. The sample size consisted of more women than men, which was originally 
put down to their willingness to participate. However after closer examination of 
ECU gender statistics the sample was accepted as a reasonable representation of the 
University population. 
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Age 
This study found that the older respondents showed greater support for controlling 
alcohol sports sponsorship. This may again reflect the greater concern demonstrated 
by respondents with children involved in sport and greater awareness of the negative 
aspects of alcohol sponsorship leading to abuse of partners and children by people 
under the influence of alcohol. McDaniel, Mason and Chalip (2001) discovered that 
parents and influential figures in sport attempt to teach their children that sport is 
about 'fairplay' and a healthy lifestyle. 
Language 
Respondents not speaking English as their main language at home show support for 
the control of alcohol sponsorship. This may reflect cultural differences, as sport is 
such a traditional practice in Australia (Snow, 1999) but not in all cultures. Some 
cultures restricted their members from sport due to religious reasons. Other cultures 
may not have the free exposure to alcohol at sporting events. English speaking 
respondents who may not be Australian but from the 'Western world' could be more 
familiar with alcohol sports sponsorship and therefore they are reluctant to change 
tradition and introduce controls. 
Faculty 
Alcohol sponsorship is a feature of the sports economy that allows for different 
commercial businesses and corporations to associate themselves with sport (Shilbury 
et al., 1998). Alcohol sponsorship is recognised as one of the highest contributing 
sponsors in the sport category (Healey, 2003). Students from different faculties were 
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asked their thoughts on the overall appropriateness of alcohol sports sponsorship. 
Students from the Business and Public Management Faculty are more supportive of 
alcohol sports sponsorship. A possible explanation for this is that alcohol 
sponsorship is a successful business practice (not necessarily ethical) that allows a 
corporation or business to advertise and promote their product. Students from the 
Business and Public Management Faculty may perceive alcohol sponsorship as a 
successful economic and business practice. Major sporting events such as the 
Formula One Grand Prix or the Olympics have a positive economic impact on a host 
city (McDaniel & Mason, 1999, p. 484). 
Students from the Community Services, Education and Social Science Faculty 
showed greater concern for controlling alcohol sports sponsorship. This Faculty 
consists of many psychology and youth work students who are introduced to the 
social issues relating to alcohol consumption at a professional level. Students may 
support the control of alcohol sponsorship, as they are aware of the overall effects 
alcohol consumption can have on society. This may suggest that people in the wider 
population do not want changes for alcohol sports sponsorship until the general 
public is educated on the wider and highly consequential impacts alcohol can have 
on society. These social impacts such as drink driving and excessive consumption 
may be encouraged by alcohol sports sponsorship. 
4. Does personal consumption of alcohol during sporting social experiences 
affect people's perceptions of alcohol sports sponsorship? 
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Research question four addressed different levels of alcohol consumption at sporting 
events and overall views towards alcohol sports sponsorship. It was also used to 
determine if respondents deemed it necessary to consume alcohol to enhance the 
overall 'sporting experience'. This research question also explored the different 
types of alcohol respondents consumed. 
Alcohol Consumption 
Alcohol was considered a major component of the 'social sporting experience' for 
many people. Respondents who consumed alcohol whilst viewing sport and after 
participation in sport showed greater support for alcohol sports sponsorship. These 
respondents may find social events involving alcohol and sport an enjoyable, 
relaxing experience. Pettigrew (2001 a) also found that alcohol and sport events are 
closely related; a theme that is also evident in this study. Respondents who never 
consume alcohol whilst viewing and after participating in sport showed less support 
for alcohol sponsorship, suggesting that they may believe the alcohol experiences 
contradict the healthy lifestyle that sport promotes (McDaniel et al., 2001, p. 308). 
However, Collins and Lapsley discovered that consuming one or two standard drinks 
of alcohol per day (dependent on sex) could have positive health benefits for people. 
It is clear that men and women hold different preferences for alcoholic drinks in the 
majority of cases. Unwin ( 1992) found that men have a strong preference for full 
strength beer, also a finding of the present study. Unwin (1992) also suggested that a 
strong association exists between men, sport and beer. In the present study men were 
more likely to consume alcohol whilst viewing sport and after participating. Women 
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reported a higher preference for premixed ' ready to drink' drinks and a moderate 
preference towards wine and full strength beer. This is consistent with the literature 
(Pettigrew, 2001 b; Unwin, 1992) that found that women link alcohol more with 
celebrations and dinner. The present study supports other findings that women were 
most likely not to consume alcohol at all when sport was involved. 
5. Do people who have immediate family members involved in sport have 
stronger attitudes towards alcohol sponsorship in sport compared to people 
with no family members involved in sport? 
The fifth research question reflected the views towards alcohol sponsorship held by 
respondents who have immediate family members involved in sport. It examined the 
connections between different family members, their involvement in sport and how 
this may influence the perceptions of respondents. 
Family Involvement 
This study also examined the influence of family involvement in sport and overall 
views towards alcohol sponsorship. The literature did not address this issue. This 
study found that there was a significant difference between respondents with 
immediate family members involved in sport as they showed more support for 
alcohol sports sponsorship than those with no immediate family members involved. 
Other family members who are involved in sport and show support for alcohol 
sponsorship could influence respondents' views. They may be close to a person who 
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directly benefits from alcohol sponsorship in sport personally or at a club level and 
they may overlook the social problems associated with alcohol. Respondents who 
have no immediate family members involved in sport may not be as aware of the 
issues around alcohol sponsorship in sport but they may be more conscious about the 
overall effects alcohol can have on society. 
This study explored a range of family connections to sport and found that 
respondents with parents, siblings or children showed more support for controlling 
alcohol sponsorship. There were few respondents with children involved in sport. 
However they showed a strong agreement for controlling alcohol sponsorship. This 
view could be linked to the concerns associated with elite athletes' product 
endorsement and the influence it can have on younger sports participants (McDaniel 
& Mason, 1999). Another concern parents may have with alcohol sports sponsorship 
is that while it is banned from junior sport it is legal for sponsors to advertise at 
popular adult sporting events that are watched by all age groups. This allows 
exposure of alcohol companies and their products to underage audiences, possibly 
conveying inappropriate messages to them (McDaniel & Mason, 1999). 
Parents may support the control of alcohol sponsorship to prevent sponsors 
advertising at all age events. The literature suggests that sponsorship campaigns 
disregard the negative consequences associated with alcohol consumption 
(Crompton, 1993). This may be a concern of parents, as they would prefer their 
children to be educated about responsible drinking behaviours. During teenage years 
young people are easily influenced, so the exposure to advertising campaigns and 
alcohol sports sponsorship may impact on their behaviour on the sports field with 
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potential violence between players and spectators, and off the field through drink 
driving following celebrations with team mates after the game (Snow, 1999). These 
were social issues of concern to the majority of respondents, and not only for parents 
with children involved in sport. 
Controll ing Alcohol Sports Sponsorship 
Respondents reported that they do not want alcohol sponsorship banned from sport in 
the same way that tobacco was banned. However they did show interest for the 
introduction of more controls for alcohol sponsors, such as warning labels and 
education on the effects that alcohol has on the body. Miller (1998) noted that school 
based programs could be introduced to educate high school students on the effects 
that alcohol can have on the body as a way to encourage future responsible drinking. 
Sports clubs are another potential venue to implement health campaigns addressing 
responsible alcohol consumption and serving policies as alcohol is often consumed 
there during or after sporting events (Crisp & Swerissen, 2003). 
Some respondents expressed the view that as tobacco sponsorship was banned from 
sport, alcohol sponsorship should not be accepted, as both products are associated 
with health concerns. The Western Australian government established Healthway to 
replace tobacco sponsorship using a "buy out" approach. This is possibly a future 
threat for alcohol companies. If alcohol sponsorship was deemed inappropriate for 
sport and a complete ban of alcohol sponsorship was proposed, Healthway or a 
similar agency could become responsible for a "buy out" program to replace funding 
provided by alcohol companies. 
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Conclusion 
This study explored student perceptions of alcohol sports sponsorship. It addressed 
the five main research questions, the beneficiaries of the research and examined the 
relevant literature in sport, marketing and alcohol. It discussed previous studies that 
were conducted in the United States and Australia. 
The findings showed that people who were involved in sport as players, 
administrators, coaches or a committee member were more likely to support alcohol 
sports sponsorship. People who were highly sports orientated showed stronger 
support for alcohol sports sponsorship. People who consumed alcohol as part of the 
social sporting experiences and those respondents with immediate family members 
involved in sport also showed stronger support for alcohol sports sponsorship. 
Respondents who were not sports orientated tended to favour more control of alcohol 
sports sponsorship through the introduction of warnings labels on alcohol products. 
People with immediate family members in sport, especially those with children 
involved in sport also supported the introduction of controls. Negative social issues 
such as excessive consumption, underage drinking and drink driving were of concern 
to people in this study. These negative social issues may lead people to question the 
appropriateness of alcohol sports sponsorship. 
The demographic profile of student respondents suggests that more men than women 
support alcohol sports sponsorship. Men were also more likely to consume alcohol at 
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a sporting event or after participation in sport than women. Students from the Faculty 
of Business and Public Management showed stronger support for alcohol sports 
sponsorship. Older respondents and students from a non-English speaking 
background favoured controls for alcohol sport sponsors. Students from the 
Community Services, Education and Social Science Faculty also favoured controls. 
These findings should be of interest to the health lobby, governments, sports 
organisations and alcohol sports sponsors the four other groups identified in the 
Theoretical Framework (Figure 1 ), as they all have a close association with sport. 
Recommendations for Further Research 
Future research may involve investigating all different groups within society other 
than students, for example individual family members, members of sporting 
associations, and members of the public with no interest in sport. Exploring different 
age groups may give a broader perspective of views on alcohol sports sponsorship. 
An examination of primary and high school students may determine the current 
awareness they have of alcohol sponsorship and potential effects it may be having on 
their current and future behaviour. 
In this study parents expressed concern at the ability of alcohol sponsors to expose 
their companies and products to all age groups. While not significant, those with 
children involved in sport indicate strong support for the control of alcohol sports 
sponsorship. Future research may focus on parents with children involved in sport to 
explore their perceptions of alcohol sponsorship in sport and relevant social issues 
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more extensively. A comparative study could be conducted with parents who do not 
have children involved in sport to determine if they have similar perceptions on the 
topic. A larger sample size could reveal significant relationships between parents and 
their views towards alcohol sports sponsorship, and directions for managing alcohol 
sports sponsorship. 
Further research could be conducted on people from different cultural backgrounds 
to determine if this affects perceptions of alcohol sponsorship in sport. Research 
could compare the views of the "western world" with those cultures that may not be 
highly sport orientated, have religious restrictions preventing participation in sport or 
where alcohol is not a prominent part of sport in their culture. 
Alcohol research in sport could be extended further to investigate the connection 
between alcohol consumption and the abuse or harassment shown by spectators and 
players towards officials or umpires. It could be evident that verbal abuse increases 
with alcohol consumption. This is another social concern to sporting bodies as 
officials are a key component in organised sport. 
Using the same research method without quota sampling and increasing the sample 
size could enhance this research. This would allow for a diverse range of responses 
that could then be extrapolated to the wider community. To gain an overall view of 
students' opinions on alcohol sports sponsorship the research could be conducted in 
different universities in Western Australia, such as Curtin University and the 
University of Western Australia. It would be interesting to compare students from 
120 
r 
different states throughout Australia and possibly New Zealand to identify any 
patterns in perceptions of alcohol sponsorship. 
Further research could explore different perceptions of people across all states in 
Australia in both urban and rural areas. Different states within Australia are 
dominated by specific sports such as Australian Football and Rugby League which 
are commonly sponsored by alcohol companies and their products. By using the 
same continuum of sports-orientated and non-sports orientated people it would allow 
for a diverse range of opinions from different states that are dominated by one 
sporting code. 
1 2 1  
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Appendices 
Appendix A - Broadcasting Legislation on Alcohol Advertising 
Source: Australian Broadcasting Association 2004: Retrieved from 
http://www.aba.gov.au/tv/content/codes/commercial/facts code6.htm#Alcoholic%20Drinks 
6.7 A commercial which is a "direct advertisement for alcoholic drinks" (as defined 
in Clause 6.9) may be broadcast only in M, MA or AV classification periods, or as an 
accompaniment to the live broadcast of a sporting event on weekends and public 
holidays. 
6.7. 1 A commercial which is a direct advertisement for an "alcoholic drink" or a 
"very low alcohol drink" (as both are defined in Clause 6.8) may not be broadcast 
during a C classification period, as defined in the Children's Television Standards. 
6.8 An "alcoholic drink" means any beer, wine, spirits, cider, or other spirituous or 
fermented drinks of an intoxicating nature, and is generally understood to refer to 
drinks of 1. 15% or more alcohol by volume. The view of the Commonwealth 
Department of Health is that drinks of less than 1. 15% alcohol by volume should be 
classified as "very low alcohol" drinks. 
6.9 "Direct advertisement for alcoholic drinks" means a commercial broadcast by a 
licensee that draws the attention of the public, or a segment of it, to an alcoholic 
drink in a manner calculated to directly promote its purchase or use. This does not 
include the following, provided that their contents do not draw attention to an 
alcoholic drink in a manner calculated to directly promote its purchase or use: 
6.9. 1 a program sponsorship announcement on behalf of a brewing company or other 
liquor industry company; 
6.9.2 a commercial for a licensed restaurant; or 
6.9.3 a commercial for a company whose activities include the manufacture, 
distribution or sale of alcoholic drinks. 
1 28 
6.7 A commercial which is a "direct advertisement for alcoholic drinks" (as defined 
in Clause 6.9) may be broadcast only in M, MA or AV classification periods, or as an 
accompaniment to the live broadcast of a sporting event on weekends and public 
holidays. 
6.7. 1 A commercial which is a direct advertisement for an "alcoholic drink" or a 
"very low alcohol drink" (as both are defined in Clause 6.8) may not be broadcast 
during a C classification period, as defined in the Children's Television Standards. 
6.8 An "alcoholic drink" means any beer, wine, spirits, cider, or other spirituous or 
fermented drinks of an intoxicating nature, and is generally understood to refer to 
drinks of 1 . 1 5% or more alcohol by volume. The view of the Commonwealth 
Department of Health is that drinks of less than 1 . 1 5% alcohol by volume should be 
classified as "very low alcohol" drinks. 
6.9 "Direct advertisement for alcoholic drinks" means a commercial broadcast by a 
licensee that draws the attention of the public, or a segment of it, to an alcoholic 
drink in a manner calculated to directly promote its purchase or use. This does not 
include the following, provided that their contents do not draw attention to an 
alcoholic drink in a manner calculated to directly promote its purchase or use: 
6.9. 1 a program sponsorship announcement on behalf of a brewing company or other 
liquor industry company; 
6.9.2 a commercial for a licensed restaurant; or 
6.9.3 a commercial for a company whose activities include the manufacture, 
distribution or sale of alcoholic drinks. 
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Appendix B - Sports Sponsorship Questionnaire 
Alcohol Sponsorship Questionnaire 
My name ts Sharee Wilton. I am currently u11dertaking my Honours program at Edith Cowan 
Univ · y I am condudin,1 a oomparat,ve sludy of people's perceptions or the 
appropriateness of alcohol sponsors111p within sport. The sludy is tocused on Edit Cowan 
Urliv y students. Students ere selected, as they aro active in sport an(I alcohol 
consumpllon. The S<1mple "' focused ,n an attempt to proV1de detalled 1nronnaUon on l)le 
perceptions held within this popular n group. 
ThJS resaarGIJ WI I benefd humanity. u frve main groups wil � from 1his research. This 
research Will Btlempt to lclentify undertying indicators tha1 may form the foundation for I ure 
research on alcohol sport!! !lponsorship. The government may use the information from thi 
udy as a basis for future research o determine if policies or legislation need to be altered, or 
new policle need to be developed for the Mure. An011ler t>enefidlll)' Is sport organisations 
I.hat receive alcohol sponsorship These organisal.Jons may be able minilTllse Ille non-ethical 
practices associated with alcohol ports sponsorship and alcohol consu piton at sport. 
Alcohol sponsors may be Interested in the public pe«:eplion towartis alcohol sports 
sponsorship. They may lake the lnlonnation and create a setf-<tdministered program1o nmfy 
lie w.t)'S in which they advertise alcohol and sponsor sport. The hea h lobby may b efit 
from tllis researcn as it can see bOlll social and safety issues assoclale<I w alcohol 
con umplion. Tlls research will allow the gener public an opportllnity to Cl(J)feSS itS ottltudes 
towards alcohol sorship in spoil 
AU 1nfonnation will be tree ed w11n stria anonymity. The sludy has received ethics approval 
trom l:;drt.h Gowan Umvel'Sl\y. Your pertietpanon Is completely 110luntal)'. If yuu wlsll lo 
withdraw from e study whilst completing the �ueSlionnaire any information lhal has been 
given wil oot be used The results will be coUated in a research report and no 1ndrvldual 
responses wtll be identifiable. This questionnaire wi lake about 10 minutes to complete. 
Please return It to tile close,;) bo.x near the distributor on completion 
This Is an onymous questionnaire Plea ensure that you do not write your name or any 
other comments on the papers th.It will make you klentifiable. By completing t.he 
questionnaire you 1uv consenting to tak.e part In this research 
If you nave any concerns or comptalrns about ttio research project and wish to talk to an 
independent person. y0 may oontact: 
Dr Sue C-Olyer 
Research Supervi r 
Program Coordinator 
Leisure & Sport Management 
Sdloot or Marketing, TourlSm and Leisure 
Tet 6304 S429 
Em;i•: s.cotver@ecu.edu.au 
If you hove any questions or require any fu111ler lnlormetloo aboUt 1ho roscardl project, please 
contact: Sharee Wlllon Tet 041892S409 or Emal : s_VVI on@h011T1a11.com 
Thank-you for l lling the tlme to complete thi questionnaire 
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Please tick the appropriate box, circle most appropriate category or write a few words where indicated 
for the following questions. 
Part 1 = Will ask questions relating to your personal involvement in sport. 
Part 2 = Will ask questions relating to your alcohol consumption during sporting activities. 
Part 3 = Will ask questions relating to social issues surrounding alcohol consumption and sports 
sponsorship. 
Part 4 = Will ask questions personal details to gain a demographic profile of the sample. 
1 .  Do you play any sports? 
Yes D No D 
If yes, what sports ---------------------
2.  Are you associated with any sports? (Coach, official, committee member etc.) 
Yes D No D 
If yes, what sports -------------------
3. Do you spectate sport on radio, television or at live events? 
Yes D No D 
4. To what extent do you believe yourself to be sports orientated? 
(Please circle where you think you fit best along the line in terms of your sports involvement) 
Not sports orientated 
(Watch sport very rarely, 
Not disappointed if! miss sport, 
Have passions other than sport) 
2 3 4 5 
Somewhat sports orientated Highly sports orientated 
(Watch sport often, enjoy hearing the (Always watch sport, 
results, can hold a conversation make time specifically to 
regarding sport) watch/play sport, love it.) 
5. Do you have any immediate family members currently involved in sport? 
(Player, coach, spectator, official, committee member etc.) 
Yes D No D 
If, yes please specify Parents D Children D Siblings D 
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6. Do you consume alcohol whilst viewing and/or after participation in sport? 
Never D Sometimes D Often D Always D 
7. What type of alcohol are you most likely to consume whilst viewing and/or after 
participation in sport? 
Light beer D Mid-strength beer D Full-strength beer D 
Wine D Premixed drinks (ready to drink) D Spirits D 
None D 
8. Is alcohol a major component of the 'social sporting experience' for you? 
Never D Sometimes D Often D Always D 
9. How appropriate do you think alcohol sponsorship is for sport? 
( Please circle the number on the scale below that best represents your view) 
Very Inappropriate Very Appropriate 
1 2 3 4 5 6 7 
Please provide reasons for your answer --------------------
10 .  Name at least one sport or a major sporting event that is sponsored by an alcohol 
company? 
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1 1 .  To what extent do you agree with the following statements? 
(Please circle the number on the scale below each statement that best represents your view) 
Strongly Disagree Strongly Agree 
'Alcohol sports sponsorship provides 
essential financial assistance 1 2 3 4 5 6 7 
for the survival of many sports' 
'People accept alcohol sports 
sponsorship as it has been 2 3 4 5 6 7 
a part of sport for many years' 
'Alcohol consumption at a sporting 
event gives you a better 1 2 3 4 5 6 7 
'social experience' in a group' 
'If alcohol sponsorship was withdrawn 
from sport the service provided by 1 2 3 4 5 6 7 
many sport organisations would 
be negatively affected' 
'Alcohol sponsorship in sport 
should be banned in the same way 2 3 4 5 6 7 
that tobacco sports sponsorship 
has been banned' 
'Alcohol sponsorship does not 
contribute to unacceptable social 2 3 4 5 6 7 
behaviour of elite athletes 
off the sporting field' 
'Alcohol companies should warn 
people of the different effects alcohol 2 3 4 5 6 7 
consumption can have on the body' 
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12. What social behaviours do you believe may be encouraged by alcohol related 
sports sponsorship? (Please circle a number on each line below that best represents your view) 
Strongly Disagree Strongly Agree 
Underage Drinking 1 2 3 4 5 6 7 
Group Socialisation 1 2 3 4 5 6 7 
Drink Driving 1 2 3 4 5 6 7 
Positive health/wellbeing 2 3 4 5 6 7 
Domestic Violence 1 2 3 4 5 6 7 
Excessive Consumption 1 2 3 4 5 6 7 
Depression 1 2 3 4 5 6 7 
Friendship 1 2 3 4 5 6 7 
1 3 .  List any other positive or negative social behaviours that weren't addressed in 
question 1 2  that you believe may be closely related to alcohol sports sponsorship and 
alcohol consumption associated with sport. 
1 4. To what extent do you agree or disagree that alcohol companies/products are not 
suitable sponsors for the following sports? (Rate to what level you agree/disagree that alcohol sponsorship 
is suitable for the sports listed and provide any other sports you think may not be suitable) 
Strongly Disagree Strongly Agree 
Water sports 1 2 3 4 5 6 7 
Soccer 1 2 3 4 5 6 7 
AFL 1 2 3 4 5 6 7 
Motor racing 1 2 3 4 5 6 7 
Rugby 1 2 3 4 5 6 7 
Other 2 3 4 5 6 7 
Other 1 2 3 4 5 6 7 
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15. To what extent do you believe increased regulation through government policies 
or legal restrictions (banning or restricting alcohol sports sponsorship) should be 
placed on alcohol sports sponsorship? 
Strongly Disagree 
Government Policy 1 
Legislation 1 
Personal Details 
2 
2 
3 
3 
16 . Male D Female D 
1 7. Age (Please circle relevant age bracket) 
1 8-25 26-35 36-45 
4 
4 
1 8. Income ($) (Please circle relevant income bracket) 
5 
5 
46-55 
6 
6 
Strongly Agree 
7 
7 
55+ 
0 - 14,999 1 5,000 - 24,999 25,000-34,999 35,000 - 49,999 50,000+ 
19.  Current year studying at University? 
First Year D Second Year D Third Year D Other ____ _ 
20. Course of study? 
2 1 .  Main language spoken in your home? 
English D Other language spoken (please specify) ------
Thank you for taking the time to complete this questionnaire 
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Appendix C - Faculties at ECU 
Business and Public Management 
Accounting, Finance and Economics 
Justice and Business Law 
Management 
Management Information Systems 
Marketing, Tourism and Leisure 
Computing, Health and Science 
Biomedical and Sports Science 
Computer and Information Science 
Engineering and Mathematics 
Natural Sciences 
Nursing and Public Health 
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Community Services, Education and 
Social Sciences 
Education 
Psychology 
Kurongkurl Katitjin (Indigenous 
Studies) 
International, Cultural and Community 
Studies 
Regional Professional Studies 
School ofEntemrise and Technology 
School of Professional Community 
Services 
Communications and Creative 
Industries 
Western Australian Academy of 
Performing Arts 
Communications and Multimedia 
Contemporary Arts 
Appendix D - Classification of Sports: Based on Peak Dynamic and Static 
Components During Competition 
A. Low Dynamic B. Moderate Dynamic C. High Dynamic 
I. Low Static 
Billiards Baseball Badminton 
Bowling Softball Cross-country skiing (classic tech) 
Cricket Table tennis Field hockey * 
Curling Tennis (doubles) Orienteering 
Golf Volleyball Race walking 
Riflery Racquetball 
Running (long-distance) 
Soccer* 
Squash 
Tennis (singles) 
Total Percentage 
of participants 7.7% (M 6.7% F 1%) 6.3% (M I . I% F 4.8%) 21 .6% (M 13.9% F 7.7%) 
Total Percentage 
of associated 
respondents 2.4% (M 2% F 0.5%) 2.4% (M 0.5% F 2%) 4.9% (M 2.9% F 2%) 
2. Moderate Static 
Archery Fencing Basketball/netball* 
Auto racing *+ Field events (jumping) Ice hockey 
Diving + Figure skating * Cross-country skiing (skating tech) 
Equestrian *+ Football (American) Football (Australian rules)* 
Motorcycling + Rodeoing *+ Lacrosse* 
Rugby* Running (middle distance) 
Running (sprint) Swimming 
Surfing *+ Team handball 
Synchronized swimming+ 
Total Percentage 
of participants 1 .9% (M 1% F 1%) 3.8% (M 3.8%) 30.3% (M 12% F 18.3%) 
Total Percentage 
of associated 
respondents 1% (M 0.5% F 0.5%) 2% (M 1 .5% F 0.5%) 7.8% (M 3.4% F 4.4%) 
3. High Static 
Bobsledding *+ Body building + Boxing* 
Field events (throwing) Downhill skiing *+ Canoeing/kayaking 
Gymnastics + Wrestling * Cycling *+ 
Karate/judo * Decathlon 
Luge Rowing 
Sailing Speed skating 
Rock climbing *+ 
Water skiing *+ 
Weight lifting *+ 
Wind surfing *+ 
Total Percentage 
of participants 2.4% (M 1 .4% F 1%) 0% (M 0% F 0%) 2.4% (M 1 .4% F 1%) 
Total Percentage 
of associated 
respondents 2.4% (M 1% F 1 .5%) 1% (M 0.5% F 0.5 %) I% (M 0.5% F 0.5%) 
* Danger of bodily collision. 
+ Increased risk if syncope occurs. 
M = Total percentage of males participating within the category. 
F = Total percentage of females participating within the category. 
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Appendix E - Attitudes Held By Respondents Who Participate or Associate 
with Different Sports Categories 
Category Participation n Mean (SD) t df p-value 
Low stat, low dyn Support - Participant 16 5.27 ( 1 .39) 3.02 202 0.003 (2-tailed) 
Non- participant 192 4.36 ( 1 . 13) 
Control - Participant 16 4.44 ( 1 .42) 2.37 204 0.02 (2-tailed) 
Non- participant 192 3.64 ( 1 .28) 
Low stat, mod dyn Support - Participant 4 4.36 (0.80) -0.23 202 NS >0.05 
Non- participant 204 4.44 ( 1 .20) 
Control - Participant 4 3.54 (1 .36) -0.47 204 NS >0.05 
Non- participant 204 3.71 (1 .30) 
Low stat, high dyn Support - Participant 5 4.42 ( 1 .22) -0.09 202 NS >0.05 
Non- participant 203 4.44 ( 1 . 1 7) 
Control - Participant 5 3.67 ( 1.48) -0.20 204 NS >0.05 
Non- participant 203 3.71 ( 1 .26) 
Low stat, high dyn Support - Associated 1 0  4.22 (1 .67) -0.53 199 NS >0.05 
Not associated 195 4.43 (1 . 18) 
Control - Associated 10 4.26 (1 .40) 1 .30 201 NS >0.05 
Not associated 195 3.68 (1 .30) 
Mod stat, high dyn Support - Participant 63 4.69 (1 . 16) 1 .88 202 O.oJ (one-way) 
Non- participant 145 4.33 (1 . 18) 
Control - Participant 63 3.97 (1 .21)  1 .96 204 0.05 (2-tailed) 
Non- participant 145 3.59 (1 .33) 
Mod stat, high dyn Support - Associated 16 5.00 (1 .40) 2.06 199 0.04 (2-tailed) 
Not associated 189 4.37 ( 1 . 1 5) 
Control - Associated 16 4.00 (1 .22) 0.93 201 NS >0.05 
Not associated 189 3.68 ( 1 .3 1 )  
Stat = Static. 
Dyn = Dynamic. 
Mod = Moderate. 
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Appendix F - Limitations of the Study 
The study sample was focused in this study eliminating numerous groups within the 
community from the research. The sample consisted predominately of young 
university students with a low income. Students were not evenly spread across the 
different Faculties, as this was not filtered for in the sampling process. Students of 
different gender were approached with a higher proportion of female respondents 
than males, however this reflected the student population of Edith Cowan University. 
The questionnaire was distributed during the day at Joondalup campus in close 
vicinity of the Business and Public Management lecture theatres. This location may 
have excluded particular segments of students from different Faculties and those who 
work full time and study in the evening. If this study targeted a different range of 
students who study full time or part time it would have been more appropriate to 
distribute questionnaires on other campuses at different times. For example other 
students who may study part time could be approached at Churchlands campus in the 
evening or students from different Faculties could be approached at the Mount 
Lawley campus or at different locations on the Joondalup campus. 
There was a slight problem with one response category in the questionnaire. 
Question five in the questionnaire was missing an option for spouse as an immediate 
family member. Some respondents' created there own boxes and their responses 
were included in the data set. There were minimal respondents in this category so it 
did not largely affect the outcome of the study. Some questions were worded with a 
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